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1.0 INTRODUCTION > 





Marketing is a broad concept. it covers many business activities. They are 
assembling, standardisation and grading, packing, branding, warehousing, advertis- 
ing and selling. These activities directs the flow of goods from the producer to the 


consumer. 


Before the industrial revolution the emphasis was on the production and 
better production of goods. Productions were carried on a small scale and it was the 
era of producers i.e consumers buy what was produced by the producers. But after 
the revolution it was changed entirely. Goods are Produced in large scale. There are 


more supply than the demand. Consumers become sovereigns. Producers have to 


produce what is demanded by the consumers. Producers have to anticipate the -~ 
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future need and demand of the consumer and produce accordingly. so they are 


forced to coliect information regarding the needs and demand of the consumers. 


\ 


The marketing functions gain more imponance than other functions such as pro- 
duction financing, assembling, grading etc. Market informations are collected through 
marketing Research. 
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1.1 UNIT OBJECTIVES . 


EL 


After reacing this unit you should be able to understand 


sg Meaning of Market Research 

7 Definition of Market Research 

S Nature of Marketing Reasearch 

T Objective of Marketing Research 

i Management uses and Importance of Marketing Research 
ij Steps in Marketing Research 

: Characteristics of Marketing Research 

. Application of Marketing-Research 

i Classification of Problem in Marketing Research 
. Advantages of Marketing Research 

: Limitations of Marketing Research. 

i Types of Marketing Research 








1.2 MEANING OF MARKET RESEARCH 


Marketing Research is the collection and interpertations of facts that help 
marketing management to get products more efficiently into hancs ofthe consum- 
ers. itis the gathering, recording, analysing and reporting of facts relating to the 


transfer and sale of goods and services from the producer to the consumer. 





1.3 DEFINITION OF MARKETING RESEARCH 





Learning nore about the consumer and about marketing is the heart of 


marketing Research. 


The nature and scope of marketing research ¢ canbe well explained by its 


definitior. There are a number of definitions and no definition is found to be com- 


. plete. Some of these definitions are given below. 
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Marketing Reseach illuminate a Firm’s path to profitability and helps it to 
walk into the dark future eithout trembling legs. 


According to Brien and Stafford, “Marketing Research provides an orderly 
flow of information collected from both intra and extra resources for use as the basis 


for decision making in specified areas of marketing manaement.”s 


In the words of Dr. Albert B.Blanken ship, Maketing Research is an ancil- 
lary service that allows the management to manufacture with a better idea of what 
can be sold, how much can be sold and how to combine the various tools of selling 


to minimise Waste.” 


George Kress defines Marketing Research as the systematic investi gation 
of marketing activities carried out in order to discover new information and relation- 


ships as well as to expand and verify existing knowledge. 


In 1962, the British Institute of Management defined marketing research as 


: The objective of gathering, recording and analysing of all facts about problems 


relating to the transfer and sales of goods and services from producer to consumer. 


Accordind to Kotler, Marketing Research is the systematic design, 


collection, analysis and reporting of data findings relevant to specific marketing 
situtaion facing the company. 


Dr. R. Brown defines ‘Marketing research is the use of scientific method in 
the solution of marketing or distribution problems for the purpose of increasing sales, 


decreasing distribution costs and maximising profits. 
The American Marketing Association has defined Marketing Research as 


“ the systemmatic gathering, recording and analysing of data about prob- 
lems relating to the marketing of goods and services” 


Riched Dcrisp has defined the term Marketing Research as follows . 


“the systematic objectives and exhaustive search for and study of the facts | 


relevant to any problems in the field of marketing”. 





1.4 NATURE OF MARKETING RESEARCH : 





The Nature of Marketing research can be explained with the help of follow- 


IA 
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 ‘T. itis a Function of Marketing Management: Marketing research 
operations helps the marketing executives to keep abreast with the environmental 
changes by providing right information on dynamic environments to facilities deci- 
sion making. The Marketing environment consists of customers, competitors, sup- 
pliers, distributors etc. The information generated through marketing reserach can 


be used to determine most apporpriate marketing mix. Thus marketing research is a 


well recognised and very important function of marketing management. 


IL. It is an integrated effort : A team work or group effort is needed for . 
carrying out marketing research activities in any organisation. Research objectives 
are set by planning executives, data for the accomplishment of these obj ectives are 
determined by the data requirement analyst. The data proceesor should know the 


- nature and location of available data retrieve and process it at the desired time. Thus 


marketing research is a team effort. 


III. It is a Systems approach : Marketing reearch involves a number of 
activities viz collection, recording, tabulating, analysing and interpretation of infor- 
mation. Each of these activities are performed by some experts who are supervised 
by marketing management executives. Thus Mmarketing research constitutes a sys- 
tems approach from start to finish. 


EV. It is an inter - disciplinary Process : Marketing researcher collect 
vast amount of infurmation from various disciplines viz economics, sociology, psy- 
chology etc. and uses various statistical and mathematical techniques to process this 
information. psychological and sociological is used to study consumer behz. vi: vr. 
Thus Marketing research is based on inter - disciplinary apporach. | 


V. It is an Imperfect Science : The studies in marketing research are 
never exact as it deals with unpredicatable and dynamic huma behaviour. the results 
are always uncertain with certain amount of risk. Thus marketing research is based 
on scientific method and can be termed as science as science but it can not be 


designated as perfect like other social science i.e. it is an imperfect science. 
1.5 OBJECTIVES OF MARKETING RESEARCH : 


The aims and objectives of marketing research are mainly directed towards 
this phenomenon. 





a TES 
These can be outlined as: AD 


(i) to defined the potential market for a particular product and to 


determine general marketing conditions and product distribution 
techniques. 


(ii) to estimate the potential buying power of the consumers. 


- Tai to assesss the competitive strength of the product and consequence 


of planned marketing policies. 
(iv) to recommend the most suitable distribution methods for the 
product and the market. 
(v) to estimate future sales of the product. 
(vi) to know customers acceptance. 
(vii) evolve methods of collecting relevant and reliable information. 


(vill) specification of the relationship between various marketing factor. 


e.g. advertisement and sales relationship 
(ix) to do post- mortem of what həd already taken place. 
(x) provide solutions to marketing problems. 


(xi) risk reduction and discovery of opportunities. 





16 MANAGEMENT USES AND IMPORTANCE OF 
MARKETING RESEARCH : 





Business executivess are becoming increasingly dependent upon marketing 
research; They want quick pertinently accurate information flow from the internal 
“and external environment of the firm to facilitate the process of decision making. The 
decision may be concerning environmental changes and probable impact on the firm 
setting objectives, formultating policies, findingmarket opportunities, determining, 
markerting sub strategies, allocating resources to this programme planning and op- 
erating specific marketing operations etc. These are explained future as follows. 


1) A tool for decision making : 


Earlier periods decisions were based on guess work in market estimate. Big / 
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decisions on the basis of hunces proved to be hazardous leading to waste of mar- 
keting resourches and efforts in modern time. Today systematically organised re- 
search is proved to be successful. Nowadays the inforamtions are collected sys- 


tematically through the marketing research and decisions are taken on the basis. 
2) Leads to large scale production : 


Increase in production reduction in wastage resources, production of right 
gooods in right quantity have improved the standard of living of people. Market 
research has helped the manufacture to explore identity and locate consumer mar- 


kets and to cultivate them for future intensive and extensive expanison. 
3) Growth and Complexity of market : 
Growth of large scale industry led to the development of stiff competition. it 


has made the market more complex and costly. Large scale industry can get suc- 
cess if they are able to know the potential consumers, their taste, preference needs 
habits desires and economic conditions. These informations are made available 


through marketing research only. 
4) Changes in the pattern of Consumption : 


Consumption pattern of the people depends upon their personal income 
and the certainity of income in the future. In marketing research, an analysis is made 
to study the effect of changes in income on spending and saving. For example in 
india women employments are increasing day by day. This has increased the income 
of the family and also changes the consumption pattern. it increases the need for 


automobiles, appliances for fast cooking etc. 
5) To study changes made by marketing factors : 


Market changes are influnced by controllable and uncontrollable market 
factors. Uncontrollable factors represented by economic sociological, psychologi- 
cal and political forces make changes in the market. Like that controllable factors 
such as changes in price, introoduction of new product, changes in promotional 
strategy by an industry also affect the market. A systematic study of factors helps 
the producers to product the market changed and act accordingly. 

6) Helps in determining market operations and market 
strategy : 


Profitability of an industry depends mainly on the production and marketing 
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junction. First the needs and desire of the conumers regarding product should be 


analysed and produced. Moreover the cost of the product should be cut down 
market research stimulate the production research in designing the production op- 


eration. such a way to cut down the cost and to increase profit. 


Present environment are in a situtation of regular change. Hence market 
policies are to be changed from time to time. Deisions regarding the product chan- 
nels of distribution, Physical distribution, pricing, promotion must be taken appro- 
~priately. Periodic evaluation of the impact of each decisions on the forms marketing 

situation and its market should be made. marketing research plays vital role in this 
“regard by supplying required information and by conducting research. 


1.7 STEPS IN MARKETING RESEARCH: 








Market Research are become successful whwn the informations are col 
lected and processed in a scientific manner. Marketing research calls for a high 
degreeet competence and training. There are seven principal steps that are to be 

‘taken in this process. 


1. Problem formulation : 


A Problem well defined is half solved. The Precise definition of the problem 
helps in determining the technique to be used, the extent of the information to be 
collected etc. One should know what is exactly required. Marketing elements of the 
problems should be isolated and identified in most precise terms. 


2. Decision on Fact gathering produre : 


The second step is to find out the best procedure for getting the information 
i.e. planning the research technique. The procedure requires the following steps : 


a) Establising the facts that are available at present and the additional 
facts required. , 


b) Determining the availability of the required data. 
C) Setting an organisation for the collection of additional inforamtion 
3. Data Collection : 


Data available with us are inadequate fresh data have to be collected. Data 
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1.7 STEPS IN 
MARKETING RE- 
SEARCH: 


1. Problem formulation, 


2. Decision on Fact 
gathering produre, 


3. Data Collection, 

4. The Marketing 
Sample, 

5. Data Evaluation, 

6. Interpreting the data 
7. Report Preparatio: 

1. Executive Report, 

2. Technical Report, 

3. Data Repor, 


4. Popular or persua- 
sive Report 


may be divided into two : Primary data or Secondary data. These data may be 
collected either through census method or sampling method. In either of the case, a 
research may adopt a) observation technique or b) survey technique or c) 
Expermimént to collect data. The techniques are choosen according to the nature of 
the problems, number of respondents, degree of accuracy required etc. Incase of 


sampling method, size of the sample, method of sampling are to be determined. 
4. The Marketing Sample : 


The sample is a small group taken from the total group. The total may be a 
city, a state, a nation or the whole world. Sampling is essential to substantiate and 


interpret the data. 
5. Data Evaluation : 


The data collected may not be accepted because they may contain unnec- 
essary and under emphasised facts. Hence at this stage dfata required for research 


alone is taken and used. 
6. Interpreting the data : 


After evaluation the data are analysed. The Analyst uses statistical tool such 
as chisquare method, scaling technique, percentage method, ‘t’ test , ‘f’ test etc. 
to interpret the data. After thorough analysis and interpretation they prepare report. 


7. Report Preparation : 


Report prepartion is the lash phase in the journey of research. The results 
are summarised and report is prepared in desired form. The Findings and recom- 
mendations are presented in the form which enable the researcher to understand 


easily. In general the reports are classified as follows : 
1. Executive Report : 

The important matters alone are highlighted in this report. Generally it does 
not include the entire but the results and suggestions are given more emphasis in this 
report. The executive need not interpret the facts and make a through study of it. 


2. Technical Report : 


It contains the definition of the problems, hypothesis formulated, tools used 
to test the hypothesis and other research methodology. 
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3.Data Report : 


It provides only data in the form of tables, charts diagrame etc. It does not 
seek to interpret what the finding mean. For example fluctuation in sales may be 
shown in the graph without saying the reason for fluctuation. 


4.Popular or persuasive Report : 


It simply narrate an incident and is purely non technical and has no value in 
commercial field. 





1.8. CHARACTERSTICS OF MARKETING RESEARCH 





Generally the characteristics of marketing research are listed as follows : 


I. Marketing Research is an objective and systematised body of 
knowledge. 
II. It Involves collection, recording, analysis, interpretation and 


reporting of some relevant information. 


HI. Provides more efficient marketing of goods and services to 
consumers, it is concerned with problems relating tp products. 
markets and methods of sales and distribution. 


IV. Deals eith present and potential consumers as well as the changing 
market environment. 


V. Provides regular and reliable information about the product. Its 
market and the potential consumer to the management so as to 
chalk out appropriate marketing strategy. Itis a systematic and 
continuing study. | 

VI. There can be both intra and extra resources for collecting 

. Information. 


VHI. It Provides information for decision making and to develop new 
knowledge. 


VIH. Marketing research is an attempt to find justified solutions to 
marketing problems. 
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1.9 APPLICATION OF MARKETING RESEARCH : 
27 ATEMI a 


Applications of marketing research can be listed as 


(i) Market potential analysis for existing products and to estimate 


demand for new products. 


(71) Sales forecasting 


(itt) Study of market trends with respect of income, profession, 
education etc. 
(iv) Markets in terms of consumers viz.distribution of consumers 


(v) Nature and size of markets 
(vi) Comparative study of competitive products 


(vii) Product developement,product line decisions, strength and 
weakness of the product. 


(viii) | Packaging and design research to study the impact and response 
of packing in the market 


(ix) Study of advertising effectiveness 

(x) Selection of effective and appropriate advertising medja 
(xi) Fixation of sales territories 

Gai) Evaluation of sales personnel performance 

(xiii) | Evaluation of present and “ve sales methods 
Giv) Fixińg sales targets 

(xv) Study of regional variations in sales 

(xvi) | Channels and methods of distribution 

(xvii) Handling and transportation studies 

(xviii) Dealers supply and storage requirements 

(xix) Marginal Analysis 

(xx) Demand elasticity. 
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1.10 CLASSIFICATION OF PROBLEMS IN 
MARKETING RESEARCH : 





Marketing research problems can be classified in the areas of production, 


sales,product and product designs. 


(I) Problems related with Production : It is observed that there 
is a considerable gap between the factory and the ultimate consumer. 
Furthermore,there is always a time lag between the changes in the attitude of con- 
sumer and the knowledge of this change to the manufacture, This gap should be 


bridged for smoothproduction in terms of: 


(a) Rationalisation of product line : This is related with the 
planning of manufacturing items of different s'zes,shape and colours as well as to 
determine the optimum product mix. 


(b) Economical runs : Ina production process,long production 
runs always keep down the production costs. An arbitary production policy may 


sometimes result in more output than demand. But with an uptodate knowledge of . 


expected change in the demand of a product. The size of production runs can be 
determind in advance which may be most economical without any risk of accumula- 
tion of unwanted stocks. Thus with marketing research operations the capacity of 
factorycan be ustilised to its best advantage. 


(II) Problems related to sales: Sales department of an organisation 
has a closer link with matketing research.Me keting research not only helps the 
sales department in formulating its policy and plans but also enables it to keep a 
constant check on the performance.The studies can be in terms of sales,market 
share, distribution strategies,performance of sales force,seasonal trends, quotas, 
distribution strategies, performance of sales force,seasonal trends, quotas, servicing 
provisions and cost and profict analysis. 

(a) Sales Analysis :These investigations can provide userful guidelines 
in determining superior and inferior areas of performance. This may also help in fixing 


suitable sales territories as well as in knowing tlie customer’s product requirements. 


(b) Marketing share studies :These studies related to the determi- 


nation of total industry sales in a particular market and how one particular brand of 


i3 > 


NOTE: 


NOTES 


a product can be ranked against competitive brands ion terms of sales 
volume.Consumer purchase panels are used to measure the performance of spe- 


cific products in markets. 


(c) Channelising the distribution : “If goods are to sell they must 
be available where consumer’s wants to buy them”. Uptodate and reliable informa- 
tion about the buying habits of consumers can help in chalking better distribution 
strategies. It is observed that sometimes a product is not popular due to selection of 
wrong distribution channel. The problem can be tackled by comparing the. 
distributors current sales with its sales attainments in past or by studying 
performance of various distribution outlets. 

(d) Seasonal and Non - Seasonal trends : The trend indicates 
the time or period, when the consumers are likely to buy more or buy !ess. This 
information is valuable for proper sales planning and in the formulation of effective 
advertising policy. 


Non - Seasonal trends may be due to changes in economic conditions or 
due to changes in competitors policies. In such situations marketing research can - 
help the manufacture to avoid strain, if any, on his resourches. 


(e) Quota, Weak spots and servicing provisions : By as- 
sessing the potential as well as the actual demand ofa product and the likely changes 
in demand, marketing research can help the sales departement to set affter sales 
quota accordance eith the potentialities. 


Similarly ın some instances the decline in sales ofa product may be due to 
weakess in marketing policy of the organisation or some other considerations viz, 
price, display, advertisement etc. This weakness can be detected by marketing . 


research cperations. 


Some products may require facility of after sales service. This planning can 
be very well done by conducting marketing research investigations. 
Thus a sales department using marketing research can keep its finger 


continuously on the pulse of the market and adopt its actions to meet the changes 


before these happen or occur. 
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(IID) Product and product design : The problems regarding the 


»roduct can be listed as product markets, potential market, actual market, new 
produt need, market description etc. 


Determination of potential market is to always a problem of new product or © 


new market studies. 


Another important study regarding product is have the knowledge about the 
market 1.e.geographical location, income group of consumers constituting the 
market. 


Similarly in the case of new products the producer may like to know the 
probability of consumers acceptance as well as the competition its product is likely 
to face. 





1.11 ADVANTAGES OF MARKETING RESEARCH: 





The following are the main advantages of marketing research : 

(a) determines the position of a firm’s product in the market of a 
specific industry. | 

(b) tries to indicate the present and future trends of the indutry. 

(c) assists in developement and introduction of jew products. ` 

(d) provides guidance for improving the existing product. 

(e) evaluates the performance of sales management. 


(f) minimises the risk factor in the marketing of goods and services. _ 


(g) It helps in identification and exploration of situations where 
absolutely nothing is known. 


(h) ‘It identifies salient behaviour petterns by providing information about 
beliefs, opinions, attitudes, motives etc. 


D Marketing research techniques can be used to conect information 
about phenomenon where quantitative techniques fail by using sòme 
projective techniques. 
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Marketing research objectives can be achieved and implemented effec- 


- tively in drawing conclusions cnly when there is a timely recognition ofa problem. 





1.12 LIMITATIONS OF MARKETING RESEARCH : 
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Marketing research though based on scientific methodology cannot be 








termed as exact science. There is always some touch of approximations in its na- 
ture. Due to this there exists some inherent limitations in the system which can be 
characterised as : 


(i) Limitations of accuracy : Marketing Research is no: an éxact 
science. Due to presente and dominance of human behaviour in marketing research 
operation, hundered percent mathematicai accurancy is not possibie. li provides 
reliable information, with sufficient degree of confidence, on which important poli- 
cies can be formulated, 


(i) In Mart eting research process controlled experimentation is not pos- 


sible due to presence of so many variables in the marketing phenomenon. 


(iii) Marketing research deals with unpredictable human behaviour . 
viz, consumers, dealers, retailers etc. These individuais may not behave in a natural 
manner when they become concious of being observed. This distorts the conclu- 


sions. 


(iv) kis very difficult1o verify the results of marketing research. Trus objec- 
tivity and verification which are very important component in scientific research are 


present to a lesser extent in marketing research. 


(v) Limitation of time : The methodology of marketing research ts 
quite time consuming. Ít studies tastes of human beings, their preferences and habits 
as well as the intentions which are always changin with time. The time gap affects the 


successful! implementation of research findings. 


Thus one should try to complete such studies in the shortest possible time 
so that decisions based on it are valid for coming period. Here time 1s a more 


important factor than accuracy. 
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(vi) Limitations of Personnel : Poor and ill trained persons can be ex- 
tremely dangerours in marketing research appiications. They are likely to produce 
unsatisfactory and expensive results. Moreover interpretation of statistical findings is 
not an easy and simple task. The lack of appropriate trainig to researchers leads to 
mis interpretation of questions to be asked for data collections. 

1.13 TYPES OF MARKETING RESEARCH : ` 


m, 


The types of marketing research can be summarised as follows 1) Product 
Research 2) Advertising Research 3) Motivation research and 4) Sales control re- 
search 








1. Product Research : 


Product research deals with problems facing the product planning. It in- 
cludes new product development, modification ofan existing product, imitating com- 
petitors product, formulating and implementing produce life cycle strategies, design- 
ing and evaluating packaging and branding strategies after sales service and other 
product planning aspects. The suceess of firm is mainly determined by its product 
planning. For example all toothpaste contains clove oil but any ‘promise’ with unique 
selling position. Among other scooter manufacturer, bajaj could get more sale be- 
cause of its product planning. New product research, product life cycle research 
and product mix research are the important el::ments which make the product re- 
search a successful one. 


2. Advertising Research : 


The expansion of market both at international and national level has created 
a wide gap between the producer and consumer. Advertisement bridges the gap. 
Hence the producers spend heavily to persuade people to buy goods and services 
through advertisement. Advertising research is concerned with the objective 
evaluation of advertising as a method of communication and persuasion. It is an 
application of marketing research aimed at the measurement of advertising effec- 
tiveness and its efficiency. It’s ultimate aim is to measure advertising impact on sale 
of goods or service. Advertising research is considered under three main categories 


1) Advertising contents research 2) Advertising media research and 3) Advertising 
effectiveness research. 
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NOTES {| 3. Motivation Research : 


In marketing research one may require information about the behaviour 
attitude expression some thought or feeling and other charactertistics of human 
person. These information may be needed to know why consumer buy one brand 
or give preference when compared other alternative brand. These informations may, 
help them to. design their products, package, to, fix the price. But few may not ~ 
respond to these question when asked directly. It may be due to thé reasons that a) 

they may not know the answer or b) they may unwilling to. tell when the subject is 

“morally sensitive or status related or c) may give illogical reason for their answers 
Motivation research use psychiatric and psycological technique to obtain better 
informati ons. It attempts to get the underlying or hidden reasons for behaviour. The 
maj or areas.and human behaviour about which informations evlauie are atitudes, 
image sensation, motives and assumptions. 


4. Sales Control Research : 


Sales control research can be described as the identification and measure- 
ment of all those variables which individually and in combination have effect on 
sales. It includes marketing studies relating to sales forecasting market potential, 
market share analysis determing market chracteristics and sales analysis. It also 
studies problems of regional variation in sales, fixing sales territories, measurement 


of the effectiveness of salesman evaluation of sales metheds incentives etc. 


1.14 KEY TERMS 


= Consumer 
eo Factor 
i Strategy 

* Motivation 


1.15 SUMMARY 





Meaning of Market Research, Definition of Market Research, Nature 
of Marketing Reasearch, Objective of Marketing Research, Management uses 
and Importance of Marketing Research, Steps in Marketing Research, Character- 
istics of Marketing Research, Application of Marketing Research, Classification of 
Problem in Marketing Research, Advantages of Marketing Research, Limitations 
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of Marketing Research and Types of Marketing Research are dealt in details in this 
unit. 


1.16 MODEL QUESTIONS: 








Part-A 
l. Difference between Market research and Marketing research. 
2. What are the various steps involved in Marketing Research? 


3. What are salient features of Marketing Research? 

4. What are the various types of Marketing Research? 

5.  Pointout major application of Marketi ug Research? 
Part - B 


P Define Marketing research. Highlight the nature and scope of Marketing 
= research. 


2. State the importance of Marketing Research in today’s Marketing 
Management Operations. 


3. Discuss the role of Marketing research 
4. “Marketing Research is an aid to effective decision making” - Discuss. 


5.  Pomt out the limitations from which Marketing Research suffers in our 
country. 


Sources : B.S.Goel, Marketing Research, Prakati Prakashan, Meerut. 
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NOTES 


Unit- 


True - False 


1. Marketing Rersearch is 
the, coliection 2nd inter- 
pretation of facts that 
heip marketing manage- 
merit to g2t procects more 


2. Report preparation is 
the jash phase in the jour- 
ney of research. 

True / False 
3. Sales departiient of 
an organisation has a 
closer ink with market- 
ing research . 

True / False 
4. The trend incicates 
the time or period. when 
the consumers are not 
likely te buy. 

True / False 
5. Product research 


deals with prob!ems 
facing the orocuct 
planning. 

Trus / False 
Answer. 
1. True 2. irue 
3. True 4. valse 
5. True 


NOTES 
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UNIT -il MARKETING RESEARCH PROCESS 








STRUCTURE 


2.0 Introduction 

2.1 Unit Objectives 

2.2 Steps in marketing research project 
2.3 Research Design | 
2.4 Key Terms 

2.5 Summary _ 


2.6 Model Qvestions 


2.0 INTRODUCTION : 


Business executives are becoming increasingly dependent upon marketing 
research. They necd informations from internal and extemal environmenis to take 
market decisions. `! he decisions may be conceming environments changes and prob- 
able impact on the form setting objectives formulating policies finding market 
opportunites determining marketing sub strategies planning marketing progranmes 
etc. | 7 

Marketin g research can not be conducted abruptly. A researcher has to 
proceed systematically in the already planned directions with the heip of number of 
sieps in a sequences. All those steps in marketing process. 


Identifying information needs : 

Establish! .g the need for marketing research informaien is the first step in 
the research precess. The research must specify the objectives of the oroposed 
research and deveiop a specific list of information needs. The list will clearly reveal 
the information needed to attain the objectives. It reduces the uncertainity surround- 
ing the decision situation. Information need should be consistent with the ability to 
gather the data. The researcher mus thoroughly understand the need for the infor- 
mation. If the research i is for decision making the need for research information must 
be precisely defined. | 
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2.1 UNIT OBJECTIVES 








After reading this unit you should be z ‘ile to understand 


\ 
\ 





- Steps in marketing research project 


i Research Design 








2.2 STEPS IN MARKETING RESEARCH PROJECT: 


The market research process is carried out according to a designated series 
of steps which are required to be taken in a chronoiogical order. The major research 
steps are diagrammatically shown as follows : 


2.2: 1 Formulation and Definition of Research Problem : 


The first task of a marketing research executing a marketing research project 
is to find out the problem and to define it. The problem that is chosen must be 
amenable or research and it has to be recognised as a problem from research angle. 

Before a market research project is undertaken the problem must be idea- 
tified which will give greater confidence to the researcher to pursue his work. If the 
problem is not identified, it will lead to waste o*time and money. Moreover only on 
the basis of a problern, a researcher can decide the course of action, design the 
research project and aiso fix the budget. 


2.2:1.1 Classification of research problem in marketing re- 
` search (or) sources of probiem in i research : 


A project or problem could be identified by a researcher by means of un- 
derstanding different type of difficulties and symptoms. Marketing project can be 


classifed in the areas of producti on, slaes product and product design. The researcher ° 


is expected to know the ‘ins’ and ‘outs’ of the organisation, to locate a problem. A 
problem could be identified by means of preliminary exploration of information sources 
of the company while examning sales records stock turn over or production record. 


i) Problems related with production : 


There is always a gap between å prod: 2er and a consumer. Like that there 
time lag between the changes in the attitude of the consumer and the knowledge of 


this change to the manufacturer: This gap should be bridged by means of 


zk 


optimum product mix. 


b) Optimum scale of production : 


Large scale production leads to low cost of production but the risk of un- 
sold stock. Small scale production increases the cost but shift of dermand for want 
of regular suply. Hence a balance should be struck between these wo. 


ii) Problems related to sales : : 


Marketing research helps the sales department to formula‘e its policy and 
plans. The problems may be related to sales, market share, channels cf disribution, 


seasonal trends etc. 


a) Sales Analysis : 


Investigation related to it can provide useful guidelines ir: deter zining the 
potentially and performance of each area. It helps in fixing sales quota and allocating 
sales tettitroties. Requirements of consumers also be understood. 


b) Market share : 


It referes to the sale of the company compared to the sales in the entire 
industry. It enables to know ranking position of the brand in the industry =: terms of 
sales volume. Consumer purchase panels are used to measure the performance of 


specific products in the market. 


c) Channels of distribution : 


Projects related to it helps to framce right distribution strategy. Pe-sormance 
various channels can be analysed and the faults can be rectified. Strength and weak- 
ness of existing channel can be ascertained. 


d) Seasonal trends : 


The trend indicated the time or period at which consumer buy more or less. 
It helps the decision maker to advertise in proper time and to produce a a 
quantity. 

Non seasonal trend may also indicate the completion conditions and the 


strategy required . 
a 
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e) Demand analysis : 


By assessing the potential as well as actual demand for a product and the 
likely changes in demand marketing research can help the production and sales 
department to take required decision. 


iii) Product and Product design : 


The problems regarding the product can be listed as product market actual 
market, new product need, market description etc. Moreover a producer can have 
upto date knowledge about the changes in the attitude and behaviour of its actual 
consumers. In case of new product consumer’s acceptance or neglet of the product 


and causes for the same can be understood. 


2.2: 1. 2 Formulation of Research Problem : 


The problem formulation is a technique to guide the entrepreneur about the 
existence of the problem and inform its necessity. Every researcher must know ex- 
actly what is to be solve. Other wise his efforts are to be misdirected resulting in 
waste on time, money and energy. A well formuiated problem enables the researcher 
to determine the nature of information required in the investigation. Unless a proz- 
lem is exposed tooth and nail, one can not find out solutions or conclusions would 
become evasive, unclear and unspecific. 


2.2:1.3 Various of researches for problem formulation : 


Problem formulation process mainly consists of studying situation environ- 
ment hypothetical solutions or action and choice of most appropriate course of ac- 
tion. These studies can be conducted by three types of researchers namely prelimi- 
nary, exploratory and conclusive research. 


a) Priminary research : 
It involves I) discovering and crystallising the problem ii) describing the rel- 
evant situation or environment. 
i The corresponding symptoms of the problem are thoroughly probed by the 
searcher and the decision maker to understand the cause. It is conducted by cel- 
cting limited secondary data and taking informally with people knowledgeable in 
> field. It enables a researcher to recognise a problem worth pursing. 
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b) Explanatory Research : 

Here the hypothetical solutions or actions are explored and evaluated by 
the decision maker. It determines fruitful alternatives that the executive would not 
have perceived. It narrows down the scope of investigation. 

c) Conclusive Research : 

It helps to select most appropriate course of action. This need more care 
and efforts. It validates or verifies the expected outcome of each hypothesis. Some 
time uncertain conditions may orce the decision maker to use his intutin and judge- 


ment but the general, major decisions are always based on conclusive research. 


2.2:1.4 Steps in problem formulation : 


Formulation ofa problem needs the following informations 

i) Nature of the environment and the resources at disposal. 
ii) Quantification of objectives in measurable terms 
iii) Alternative solutions to a problem. 
iv) Evaluation of various alternatives problems formulation requires thorough knowl- 
edge of the phenomenon as well as experience in the line. It requires considerable 
consultations to know the ins and outs of the business and other related factors. The 
following are the steps in problem formulation. 

_a) Identification of the problem : 
f Identification of the problems in marketing research is most important phe- 
nomenon. The existence ofa problem can be identified on the basis of the following 

a) Presence of some symptomatic situation : 

By means of understanding different types of difficulties or symptoms a 
problem can be identified. Symptomatic situation can be classified as follows : 
OVERT DIFFICULTIES : 

These are situations generally experienced 1n routine working (e.g.) lagging 
sales volume is a symptom. 

LATENT DIFFICULTIES : | 

These are symptoms which are not seen openly but to be explored. For 
example decline 1,. sales may demoralise salesman potential demand for a product 
in an area may not be known but can be explored. These difficulties can be known 
through : 

24 


1) Information channel : Through trade news or some other channels. | 
2) Formal research studies in other fields 
. 3) Performance analysis namely, sales trend, market share distribution, cost 
and profit studies within the organisation. l 
4) There should be more than one soultion to the peoblent with some 


uncertainity associated with it. E 
If there is no solution or answer to some difficulty then itis nota problem. 
The problem arise only when there is more than one alternative solutions to it. 


The specific direction or goal any research is explained by its objectivs. 
« These objectives are determined during the identification of the problem. The final 
step in choosing the direction of research is to develop working hypothesis. It is of 
two types 1) declarative statement that the researcher investigates, intending to se- 
lect the most appropriate one in the light of the data collected. 


b) Locating probable alternatives : 


Researcher should enlist all possible causes responsbile for the occurence 
of the problem and arrange them in order of their probable importance. The re- 
searcher would investigate each alternative eventually selection the most appropri- 
ate are gathering informations to accept or reject the various statements accompolished 
the study’s objectives. The problem of various courses of actions associated with 
solution ofa problem help in; 


i) Framing hypothesis which Jeads to further reserach. 
ii) Assessing the nature and magnitude of the problem. 
iii) Familiarise environment and project realistically the situation changes. 
iv) Correct éstimation of risk associated with partienlar sclelion. 
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c) Appropriate marketing information system : 


The essential purpose of marketing research is to provide relevant informa- ` 


tion which facilitates the identification ofan opportunity or problem situation. Rel- 
evant and reliable information is likely to reduce the degree of uncertainly with re- 
spect to the consequence of some major decisions. 
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NOTES 


2.2 STEPS IN 
MARKETING RE- 
SEARCH PROJECT: 


i) Problems reiated with 
production, 

ii) Problems related to 
sales, 

111) Product and 
Product design, 
Various of researches 
for problem formula- 
tion : 

a) Priminary researc, 
b) Explanatory 
Research, 

c) Conclusive 
Research, Steps in 
problem formulation: 
a) Identification of the 
problem, 

b) Locating probable 
alternatives . 

c) Appropriate 
marketing information 
system, Research 
Design , Field Work, 
Analysis and Interpre- 
tation of data, 

Report Preparation 


At this stage a list of the precise types of information needed :o acc ompolisth 
the study objectives and test its hypothesis should be determined. The fii st investi- 


gation that should be done in problem formulation research ir internal records. 


With the construction of working hypothesis and an identifica:ion of the 
information needed the specfic direction for the study has been set. The sesearcher 


is now ready to proceed with the formal investigation. 


2:2:2 - Research Design : 

Once the problem is formulated and defined the next step is the designing 
the research. It is a map or blue print according to which research is to be con- 
ducted. A research design is a frame work or plan for a strudy that guides the 


collection and analysis of the data. 


2:2:3 - Field Work : 

In this step information needed are collected through srimary or secondary 
sources. Primary data may be collected by applying any one of the methcds such as 
observation, interview questionnaire etc. Field survey may be cor:cucted to collect 


the data. In some cases desk research may be conducted to utilise secor-:ary data. 


2:2:4 - Analysis and Interpretation of cata : 

Data analysis is carried out to get meaningful inforniat:cn. The data are 
edited, coded and tabulated for the purpose of analysing them in case 0° data cel- 
lected are huge. Then the data will be analysed by using various statistical o0ls sucn 
as correlation, regression, chi-square test etc. taking into account the hypothesis 
framed. The tools will vary with the type of hypothesis. Finally, yneaning of data may 
be extracted from the analysis then conducted. The conclusicn, sxnmarvy and rec- 


ommendation of research are based on the statistical analysis and miferer:ce drawn. 


2:2:5 Report Preparation: / 

Report writing is the last phase in the journey of research. Atte: the col- 
lected data is analysed and interpreted the job of marketing researcner is 73 present 
results of the research in the form of a systamaticaliy typed or printed report. The 
report shouid be technically accurate and as well as it should bs urdeistar.dable and 
useful. oo 


DEA 
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2.3 RESERACH DESIGN: 





- Areserach is a plan of the proposed research work. To design is to plan; 
that is designing is the process of making decisions before the situation arises in 
which the decision has to be carried out. Decisions regarding what, where, when, 
how much by what means concerning and enquiry or a research study constitutes a 


research design. 


2:3:1 Definition of research design : 
P.V. Young : . 


“Research design is the logical and systematic planning and directing ofa 
piece research”. 
Suchman : 


“ A research design is not a highly specific plan to be followed without de- 
-viation but rather a series of guide posts to keep one headed in the right direction”. 


2:3:2 Types of research design : 


The research design differ depending on research purpose. The purpose of 
research may broadly be grouped into four categories namely exploratory or 


formulative studies descriptive studies diagnostic studies and experimental studies. 


a) Exploratory desgin or formulative studies : 


It is the primary stage of research. It is pre-conceptional stage of a research 
problem. It consists of problem finding cr hypothesis formulation to be followed by 
other steps consisting of problem solving or hypothesis testing. The main purpose of 
an exploratory study 1s to formulate a problem for more precise investigation or for 


developing hypothesis. It is generally suitable for problems about which little knowl- 
edge is available. 


METHODS OF EXPLORATORY RESEARCH : 
i) Review of pertinent literature : 


In this method literature relevant to research chosen are reviewed. It helos 
to find out the research gap. Review will give an insight into the problem and fanwl- 


iarity with the subject concerned. It enables to formulate valid hypothesis. 
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li) Experience survey : 

Informal interview with the experienced pecple of the area ofrescarch may 
be helpful in getting an insight into the subject and its various facts. People having the 
knowledge expericnce and practical difficulties related to the probiem are consulted 
under this method. 


iii) Insight into stimulating cases / case study : 


In this method a unit is explored and analysed. The unit may be a person ¿ 
family an institution or a community. There are certain areas where there is little 
experience available. In such areas analysis of insight stimuiating cases has been 
found very useful for intensive study. It is helpful in gaining experience discovery of 
new facts and formulation ofa valid hypothesis. 

Even though the exploratory studies are helpful for formulating hypothesis 
they are not tested in this studies. 


b) Descriptive design and diagnostic studies : 


Descriptive study enables a researcher to describe accruately the charac- 
teristics ofa particular situation groups or communities under investigation. It merely 
describes the unit studied. For example a descriptive study regarding the customer 
may give detail such as his age, income, religion, casie, job method of purchasing, 
buying frequency etc. Generally hypothesis are formulated on the basis of the data 
collected under descriptive studies. 

Diagnostic study, on the other hand, is concerned with disccvery and test- 
ing of varaibles with respect to their association and dissociation. It is concerned 
with existing social problems and suggests solution to those problems. It finds out 
the causes for the problem. For example descriptive study describes the buying 
behaviour of the customer whereas a diagonostic study reveals the causes for such 
behaviours. 


C) Experimental Design : (Testing casual hypothesis) 

In this study case and effect relationship is studied. It is concerned with the 
testing of casual hypothesis. A hypothesis of casual relationship asserts is one of the 
factors that determine another characteristics or occurence (say ‘v’). There may be 


many causes for an effect. This study reveals the effect of particular variable. For 
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example sales may be changed due to changes in price fashion, income etc. Here the 
effect of price changes on sales is studied. 


TYPES OF EXPERIMENTAL DESIGN : 
There are mainly four types of experimental studies. 


1) After only experimental design : 

In this method, two groups which are similar in character are selected. One 
is experimental group and other is controlled group. The experimental group is ex- 
posed to the experimental variable (x). After the experimentation is over both groups 
are compared and it may be noticed that some effect (y) is produced in the experi- 
ment group but not in control group. This x is regarded as the cause any is regarded 
as the effect. 


li) Before - After experiment design : 

In this method five groups are taken and their conditions are observed and 
measured before the exposure to the experimental variables. After that the 
experiment group is exposed to experimetn for a speclic period of time, then the 
difference between the changes of dependent variables of both groups are mea- 
sured. | 


Following are the types of 
iii) Before - After experiment : 
Condition Experimental group Control group 
Before measurement Yes (y1) Yes (y/1) 
Exposure to experimental factor Yes | . No 
Exposure to uncontrollable factor Yes Yes 
Afler measurement . Yes (Y2) fes (Y/2) 


.Change = Y2-Y1 Y2 -Y1 


It is clear that in this design the difference between the subject position on 
the dependent variables before and after the exposure to the independent variable 


(experimental factors) is taken as a measure of the effect of the experimental 
variable. | | 
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iv} Ex post factor experiment : 


In this ex post facto study past is studied through the present. For example 
one may compare a country where a revolution has beer: taken piace already with 
another couniry v.here it was not taken place. But in other type of exper: ment one 


try to study about the future from the present. 


v) Panel study : 


Panel study is a method of study ofa particular subject. Overtime by using 
different kinds of data. In this study the researcher may secure direct evidence of 


time relationship among variables. Ít involves repeated observation om the same 


` subject at different period of time. In a sense it is a type of time series study. 


2:3:3} Advan“ages of Research design : 
A methodicaily designed research may tead to the folowing adv antages : 
_1) It may result in the desired type of study with useful conclusions. 
2) It may lead to mote accurate result or help to reduce inaccuracy. 
3) It may give optimum efficiency and reliability. 
4) It may minimise the wastage of time and beating about the bush 
5) It may be helpful tor the collection of research materiala and testing of hypotk 
esis. — l i 


6) A research design is a guide past for giving research a right direction. 


2:3:4 Factors infiasacing research design : 


` The following factors influence the design of research. 
a) Availability of sufficient data. | 
b) Proper exposure ts the source of data, especialiy primary data. 
c) Availability of time 
d) Availability of money and manpower 7 
e) impact ofthe varicus internal and external as weji as controllable and 


uncontrol, ible variables on the research project. 
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f£ The ability, skills, knowledge and technical background of the researcher 


and | l 
g. Utility and applicability of the research result in practice. 
2:3:5 Components of a research design : 

Decisions regarding what, where, how much, by what means concerning an 
enquiry or a research study constitute a research design. Hence a researcher before 
preparing a research design should consider the above aspects. ICSSR - (Indian 
Council of Social Science Research) has given the following guideliness regarding 
the components of research design. 

a. Title of the project 

b. Statement of the problem 

c. Overview of literature 

d. The conceptual frame work 

e. Research questions or hypothesis 

f. Coverage 

g. Data collection 

h. Data processing 

i. Time budgeting 

j. Organisational frame work 

k. Cost estimation 

IN GENERAL THE FOLLOWING ARE THE COMPO- 
NENTS OF RESEARCH DESIGN 
a) The Title of the project : 

The title of any project or research project. 

a. should be as brief as possible 

b. should be as precise as possible 

c. should project the scope of the problem in generalised terms. 


b) Introduction : 


A brief explanation of the genesis of the problem of research should be 


given. In the introduction, the researcher has to introduce the subject and relevant 


- =m -am g 
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informations relating to a topic of research statistical information, ifat all needed and — 


` found relevant can also find a place in the introduction. 


STATEMENT OF THE PROBLEM : 


The selected problem may be stated briefly, pointing out its nature and its 
importance. The issue relating to the problem may also be pointed out. Usually the 
problem of investigation is stated in two days. 

a) in the form of stat¢tnent 

b) in question forms 


c) Scope uf the study 


The study chosen may have several facets. The facets or dimensions or 
angles focussed and concentrated by the researcher among the various facets / 


dimensions are specified here. 


The extent of the study is specified in this heading. In this paragraph, the 


- different aspects of the problem undertakes to study are specified. The scope of the 


study is dependent on several factors, such as the time and money availabie with the 
investigator, availability of the sample, co-operation of the respondents and the like. 


- d) Objectives of the study `- n i 


-The specific objectives of the study should be stated : These refer to the 
questions to which the.researcher proposes to seek answers through the study. 
There must be a close relationship between the topic of research, objectives framed, 
chapter scheme and analysis of the research. The number or objectives selected 


should be limited to suit the needs of the topic. 


f) Reséarch questions 


The statement of objectives may be followed by a statement of the investi- 


gative questions relating to the research objectives. 


g) Limitations of the study- 


A study as well as researcher are subject to limitations of tirne, cost, sample 
etc. The other facts of the problem which are not taken for the study are specified 
here. 


32 


h) Definition of concept 


The major concept used in the study are defined. Normally the concepts are 
explained in the form of nominal definitions or in the form of operational definition. 


Nominal definition refers to the meaning in general and which are estab- 
lished already. 


Operational definition aims at specifying testing criteria or operations 
required for the measurement of a concept. The criteria or operation chosen should 
be unambiguous and objective. 


One or two illustrations would help in securing a proper understanding of an 
operational definition. 


i) Formulation of Hypothesis : 


A tentative solution suggested to a problem is called a hypothesis. MaGuigan 
(1969) has defined hypothesis as a testable statement of a potential relationship 
between two (or more) variables. 


Hypothesis referto the anticipated outcome or possible answer to the 
research questions. They should be conceptually clear, simple and specific. They 
may either describe the chracteristics of a phenomenon or show the relationship 
between one variable and another hypothesis to be tested. : 


j) Geographical area to be covered : 


The area to be covered by the study should be decided and specified in the 
plan. The area to be choosen depends on the purpose of the study and time and 
resources available. 


k) Reference period : 


This period may be one year or two or three or more yéars dêpending on 
the nature of the study and avilability of data. The reference period should belonger, 
say 5 or 10 years, when the study aims at making an analysis of the trend in an 
activity like production or sales or profitability. 
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NOTES L) Methodology : | 

| Besides using, the instrumnets like questionnaris interview schedules, pro- 

| jective techniques, attitude scales etc: the investigator may adopt other methods like 
observation, examination of records and so forth for data collection. In this section, 
the overall typology of the study experimental or descriptive or survey or case study 


or historical study has to be specified. ! 


m) Sampling plan : 
Where the study involves collection of primary data from the field, the de- 
scription of the universe, and the methods of sampling to be used for drawing the 


sample from the universe and the sample size should be stated . 


n) Tools for data collection : 

The tools to be used for this purpose, interview schedule / guide or ques- 
tionnaire or check list etc., should be stated and each of them should be described. 
The tools to be used should be appropriate, the method to be adopted for collec- 
tion of data. 


o) Plan of analysis : , 
The statistical techniques to be used for analysing the various categores of 

_ data shuld be specified. The application of appropriate techniques are Necessary 
for testing hypothesis and drawing inferences data can be collected and avilability of 


finance is less secondary data will be the best choice. 


p) Chapter scheme : 


The chapter scheme of the report / dissertation to be prepared as the final . 
outcome of the studily may be stated. 


q) Financial budget : 

Financial budget should as estimate of the expected costs of the project 
under various major categories like salary (if any) printing and stationert, postage, 
travel expenses, secretarial] and typing etc. . OT 


This research plan with modification made at the implementation stage and 
a description of experiences of field work form part of the report under the title. 
“The design of the study”. 
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The components of a research design can also be stated in the following 
way. 

a) Sampling design : 

The sampling design which deals with the methods of selecting items to be 
observed for the given study. 

b} Observational design : 

The observational design which relates to the conditions under which the 
observation are to be made. | 
c) Statistical design : 

The Statistical design which concerns with the question of how many items 
are to be observed and how the information and data gathered are to be analysed 
and 
d) Operational design : 

The operational design which deals the techniques by which the procedures 


special in the sampling. Statistical and observational designs can be carried out. 





2.4 KEY TERMS 





us Formulation 
E Component 
i Process 

is Ingredient 





2.5 SUMMARY a E 





in this unit. 





2.6 MODEL QUESTIONS : 


Part -A 








1. How is a problem formulated? 
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_ Steps in marketing research project, Research Design are dealt in details . 


NOTES: 


NOTES 
Unit - H 


True - False 


1. Business executive 
are becoming increas- 
ingly depedent upon 
marketing research 

True / False 
2.A project or problem 
could not be identified 
by a research by means 
of understanding 
different types of 
difficulties and symp- 
toms. True / 
False 
3. The problem 
formulation is a 
technique to guide the 
enterpreneur about the 
existence of the 
problem and inform its 
necessity 

True / False 
4. Researcher should 
enlist all possible 
causes responsible for 
the occruuence of the 
problem and arrange 
them in order of their 
probable importance. 

True / False 
5. Data analysis is 
carried out to get 


meaningful information. 


True / False 
Answer. 
1. True 2. False 
3. True 4. False 
5. True 


What are different types of research design ? 
Compare and contrast the exploratory and descriptive research design. 
What are the various steps involved in Marketing Research process? 
State the importance of research design. 


What are the essentiates of a good research design? 
Part - B 


How does the researcher define and analysis the problem? 
Discuss the various components of problem formulation process? 
Define a research design, Explain it with an imaginary example. 


What are the basic ingredients of research design? Discuss it briefly? 
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UNIT - tll METHODS OF COLLECTING DATA 


é 





ee) 


STRUCTURE 


3.0 Introduction 

3.1 Unit Objectives 

3.2 Source of Information 
3.3 Questionaire Method 
3.4 Observation 

3.5 Experimentation Methods 
3.6 Telephone Interviewing _ 
3.7 Interview 

3.8 Proj ective Techniques 
3.9 Secondary Data 

3.10 Key Terms 


3.11 Summary 
3.12 Model Questions 





3.0 INTRODUCTION 





Once the research problem to be studied has been defined the specific in- 
formation needed has to be determined. The researcher has to determine the sources 
from which he will get this information. Data constitue the formation on which the 
supersturcture of statistical analsis is built. Hence if the data are inaccurate and inad- 
equate the whole analysis may be faulty and the decision taken may be misleading. 





3.1 UNIT OBJECTIVES 





After reading this unit you should be able to understand 


Source of Information 
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i _ Questionaire Method 


- Observation 

i Experimentation Methods 
i Telephone Interviewing 

sa _ Interview 

ü Projective Techniques 

” Secondary Data 





3.2 SOURCES OF INFORMATION : 


The sources of information are generally classified into primary and sec- 
ondary. P. V. Young has classified the sources of information as documentary source 
and field source. Books manuscript, Letters etc. are secondary sources white the 


information collected from the respondent constitute primary or field sources. 


3.2.1 Primary Data and Secondary Data : 

Primary data refers to information that is generated to meet the specific 
requirements of the investigation at hand. On the other hand secondary date is infor- 
mation which is collected for a purpose other than to solve the specific problem 
under investigation. 

| Primary data are those which are collected for first time and thus original in 
character where as secondary data are those which have already been collected by 
some other persons for some other purpose. 

For example census taken by the governent of india is primary data to it. 
But when such data are used by a researcher for his investigation. It is collected as 
secondary data. | 


3.2.2 Choice between primary and secondary data : 


The investigator must decide at the outsey whether he will use primary data 
or secondary data in investigation. The choice between these two depends on the 
following considerations. 
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1. Nature and scope of the problem : 


Nature and scope of the problem influence the choice of primary data or 
secondary data. In this case of pure research, «:shich is something new to existing 
new to existing theory, primary data are essential where as in case of descriptive 
research secondary data are essential to explain a phenomena if the problem fs 
narrow and deeper or current nature. Primary data is suitable than secondary data 
which are historical in nature. 


2. Availablity of finance : 


Availability of finance also determines the choice of data. Collection of pri- 
‘mary data is costly compared to secondary data. So if finance is available enough 
primarydata can be collected and availability of finance is less secondary data will 
be the best choice. 


3. Availabilty of time: 

Collection of primary data requires long time whereas secondary data con- 
sumes less time. Hence if long time is available to do research primary data can be 
collected and if limited time is available secondary data. It the research needs more 
accuracy, primary data is useful. 


4. Nature of technique to be used : 


‘Techniques such as interview, observation etc. determines the nature of data 
to be used. For example, ifa problem is to investigated only by interview method or 
observation method, we can choose only the primary data. 


5. Degree of accuracy described : 


The degree of accuracy to be maintained in the collection and analysis of 
data also divides the choice of the primary or the secondary data. If the research 
needs more accuracy, primary data is useful. 


6. Area Coverage : 

i The geographical area to be covered in the investigation is wider and long 
second data is suitable. 

7. Nature and quantum of information to be collected : 


Primary data are suitable if more information are to be collected with more 
accuracy. 
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3.2 SOURCES OF 
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1 Primary Data and 
Secondary Data , 

2 Choice between 
primary and second- 
ary data: 1. 
Nature and scope 
of the problem , 

2. Availablity of 
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Availabilty of tim, 

4. Nature of technique 
to be used , 

5. Degree of accuracy 
described, 
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METHODS OF 
COLLECTING 
PRIMARY DATA: 
i. Direct perscnal 
interview, 

2. Indirect orai 
investigation, 

3. Mailed Question- 
naire method, 

4. Interview Sched- 
ules 


NOTES | METHODS OF COLLECTING PRIMARY DATA : 
Primary data may be collected by any one oz the following meth -ds : 


—" 


Direct personal interview. 
Indirect oral interview 
Mailed questionnaire method 


2 
3 
4. Interview schedule. 
1. Direct pers. onal interview : 
In this method, the researcher has face to face contac: wih the r-:sponcent 
(person from whom information is to be obtained). The interviewer ask: he ques- 
tions pertaining to the research problem and collects the information. The informa- 
tion thus obtained is first - hand or original in chracte:. The informations ¢ <e reliabie 
and clarified one. 
2. Indirect oral investigation : 

In this method, the informations are collected by contacting thric parties or 
witness capable of supplying the necessary information. It is adopted ‘when the 
information to be obtained is complext in nature and the respondes are -clined to 
displease information, if approached directly. For example tie p>_ice enquiry be- 
long to tihs method. 

3. Mailed Questionnaire method : 

Under this method list of questions, called questiomair> is pre -ared and 
sent to the respondents. Along with a covering letter requesting the respondent to 

answer the questions. The respondnet fills up the questions and send t ack to the 


researcher. Ít is suitable when the respondents are large and spread over vade area. 
4. interview Scheduies : 

In this mechod the researcher or his enumerators inte: view the r-:spondent 
along with a sche ule. A schedule is like a questionnaire but it is filled ivy the re- 
searcher or his enumerators. This method overcoes the various limitatio..s of Mail_ 
questionnaire method. 


3.3 QUESTIGNNAIRE METHOD 


Ee on, lige ee eles ieee oo 


Questionnaire is a list of questions framed in a definite ord2r or form. Itis an 


l 


instrument to collect data from a large number of respondent whcspread over wide 


Goode & Hart has defined a questionnaire as follows : “the word question- 
naire refer to device for answer to questions by writing a form which respondent fills 


in himself’. 
TYPES OF QUESTIONNAIRE : 


The types of questionnaire can be listed as foi ows: 


1) Open and questions : 


it initiates the discussion related the problem and there is not limit for an- 


swering the questions. 


2) Closed or multiple choice questions : 
The answers to the questions are itmited and the respondent has to choose 
the answer from the list given. 


Example : How do you cook your food? 


a) wood b) gas c) kerosene 


3) Pictorial Questions : | 
Respondent answers to the question by selecting from the pictures given. 


4) Dichotonomous Questions : 
Only two alternatives are given and the respendent has to choose one. 


_ (e.g) Are you married? Yes / No 


>) Leading questions : l 
These questions itself suggest answer to it. 
(e.g) Will it not be better to deliver goods at door? 


6) Ambiguous Questions : . 
This type of questions can be interpreted different as it conveys several 
meaning. (e.g) Are you a richman? 


à 


NOTES 7) Ranking questions : 
Respondent are asked to rank his answer according, to nis priorities or 


preferences. (e.g) Rank you choice of colourss? 


Merits : 


The merits of the questionnaire method are given below. 
1. It is cheaper ccrapared to other methods. 
2. It is suitable where the respondents are large and wide spread. 
3. Interviewer bias can be eliminated. 
4. High income group and senior executives can be reached more easily. 
5. Some respondents are different to interview particularly in indusaial market. 
6. Respondents get more time to give considered arswer. 
7. Time is saved, as questionnaire reaches many respondents at a time. 
8. Repelitive information is also possibie. 
Demertts : 


The drawack of this method is discussed below : 
1. Generally the response rate is less. Because some responden: rnay oe lazy or 


reluctant to answer or unable io understand the questicns. 


Hie Es en 0 i rer met EY A alea AE. 


2. Ít is not possible to frame questions to suit all Jevels of peopie. 
3. Lack of personal contact. 

4. The respondent may give false or manipulated answers. 

5. Respondent’s handwriting may not be legible cr understood. 


6. Respondent’s answers can not be verified and the accuracy becom =s a ques- 


tion mark. 
7. Low response rate may result in imbalance of samples. 
8. Misrepresentation 1s a common experience. 


i 


9. It is difficult to find up to data address list and replies are dificult tc analyse. 


| 


“9 
re 


10. It is difficult to amend the approach once the questionaires have been des- 
patched. g 





3.4. OBSERVATION : 





Observation is one of the methods employed in collection of primary data. 
Observation means seeing things with a purpose. Observation is a process of ac- 
quiring knowledge through the use of sense organisations. Observation is not mere 


watching but involving listening and leading. 


Definition : 

P.V. Young has defined the term observation as follows : 
“Observation is a systematic and deliberae study through the ye of spontaeous 
occurences at the time they occur. The purpose of observation is to perceive the 
nature and extent of significant inter related elements within complex social phenora- 
ena Cultural pattern or human conduct”. 

A scientific observation is one which is planned and recordeo systematically 


and it is subjected to checks and controls on validity and reliability and finally serves 
research purpose. 


KINDS OF OBSERVATION : 


Observations are of various types which are discussea below : 


1) Participant observation 

_ - In general the term participant observations means watching events and ac- 
tivities from inside by taking part in those events and activities which are to be ob- 
served. | 

When the investigator actively participates in the activities of the group un- 

der investigation that is known as complete participant observation. The investigator 
associate himselfwith the group not as an investigator but as a fullfledged member of 
the group without disclosing his identify. 


2) Non-participant observation : 


The observer, in this method, does not actually participate in the activities of 
the group to be studied but simply present in the group, it is known as non-partici- 
pant observation. The observer does not create relationship with the group. For 
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instance without disclosing the identity the observer simply observe the brand choice 
of customers by standing nearby the shop. 


3) Structured Observation : 


The structured observation is characterised by a careful defini-ion of the 
units to be observed. Informations to be recorded the selection of pertinent data for 
observation and standardisation of conditions of observation. It is ger:erally de- 
signed to test casual hypothesis. The observer knows the situations under study and 
prepare specific plan for making and recording observation.s 


4) Unstructured Observation : 


There is no careful definition of the units and the informations to be re- 
corded. Any record of the information may affect the naturals of the situation and 
create suspension in the minds of the person being observed. Hence difference 
observers observe same event and record the information. 


5) Controlled observations : 


Under this method, the control is exercised over the phenomana or over the 
observation or observer. The phenomena may be put under the guid conditions and 
the study is made or the control is exercised over the observer. Detialed observa- 
tion plan, observation schedue, life of control group, use of hypothesis, use of me- 
chanical appliances are some of the control devices used in controlled observation. 


6) Non-controlled observations : 


The observation is made in the natural surroundings and the activities are 
performed in their usual course without being influenced or guided by any external 
force is known as controlled observatio. In this observation the observer visit the 
place of occurence of phenomena in order to observe. For instar:ce study of slum 
conditions and there is no planning on the basis of which observation is made. 


ADVANTAGES OF OBSERVATION METHOD : 
Observation method 1s used extensively in social and business research, 
besides their suitability in naturtal sciences due to the following advantages. 


1. Simplicity : & 
It is simple and non technical and requires relatively less training to become 
a trained observer. 
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2. Direct and realistic study : NOTE: 
It is the most direct means of studying a wide variety of phenomena based 

on actual and first hand experience. There are many aspects of human behaviour- 

which can be studied satisfactory. 

3. Useful for formulating and testing of hypothesis : 
This method enables a researcher to know about the sequences and the 

cause and effect relationship. It enables him to formulate hypothesis also. 


4, Greater accuracy and reliability of data : 
The data collected under this method are more accurate and reliable be- 


cause they are based on first hand perception by the eyes. 


Results are more dependable and convicing as they are based on first hand 
information. 


Limitations of observation methods : 
| Observation method, even though is used widely in social science research 
itis not free from limitations. 
1. Itis often impossible to anticipate the occurence of an event precisely and 
hence presence of observer at the place is difficult. 
2. It is not suitable to research studies like study of life history, private behaviour 
etc., 
3. Interference ofunforeseen factors may affect the observation. 


4. Observations data cannot be qualified. However this criticisam does not hold 
good now a days. 


3.5 EXPERIMENTAION METHODS : : 

Experimentation is a research process used to study the casual relationship — 
between variable. It aims at studying the effect of an independent variable on a 
dependent variable; by keeping the other independent variable constant through 
some type of control. For example keeping other factors constant a producer may 
spend more on advertisement and find the effect of advertisement on sale. 





Various kinds of designs such as after - only design before - after design are 


used for experimentation. We have studied already about this in Research Design 
chapter. 


45 


NOTES Evalutaion of Experimental Method : 
Experimentation has some specific advantages and disadvantages. 
The advantages are : | 
1. Its power to determine casual relatiqnships between variables surpasses that 
of all other methods. The influence of extraneous variables can be more effec- 
tively — in this method. 


2. The element of human errror is reduced to the minimum. 


3. More conditions may be created and tested in experimentation than may be 
possible in other methods. 


4. Experimentation yields generally exact measurements and can be repeated for 
verifying results. 


The Disadvantages : It is difficult to establish comparable control and 
experimetnal groups. 

Secondly, the scope tor experimentation with human being’ is extremely 
Thirdly, experiment is often difficult todesign, tends to be expensive and 
time consuming. | 

Fourthly, it is artificial to some extent and may lack realism. . 

Fifthly, experimentation can be sued only in studies of the present but not in 
studies relating to past or future. | 


_—_ 


Sixthly, it is of no use in determining opinions, motives and intentions of 
persons. | 
Finanlly, the results observed may not be the true effects of the experimental 
treatment, but may be artifacts, i.e., effects of some extraneous variables. For in- 
stance, experimenter may unwillingly influence his subjects to behave in ways that 
confirm the hyopthesis, particularly if the subjects wnat to please the experimenter. 
Laboratory experiment is especially vulnerable to such artifacts when subjects know 
they are being studied and want to create a good impression. 





3.6 TELEPHONE INTERVIEWING 


3d 


Telephone interviewing is a non-personal method of data collection. It may 
be used as a method or supplementary method. 
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Uses : It will be useful in the following situations : 

1. When the universe composed of those peersons whose names are listed in 
telephone directories, e.g., business houses, business executives, doctors, other 
professionals. 

2: When the study requires responses to five or six simple questions, e.g., Radio or 
Televesion programme survey. 


3. When the survey must be conducted in a very shor period of time, — the 


units of study are listed in telephone directory. . 

4. When the subject is interesting or important to respondents, e.g., Asurvey relat- 
ing to trade conducted by a trade association or a chamber of commerce, a 
survey relating to a professions conducted by the concerned professional asso- 
ciation. 

5. When the respondents are widely scattered and when there are many call backs 
to make. 


Evaluation : Advantages : The advantages of telephone interview are : 


1. The survey can be completed at very low cost, because telephone survey does 
not involve travel time and cost and all calls can be made from a single location. 

2. Information can be collected in a short period of time, 5 to 10 interview can be 
conducted per hour. | 

3. Qualify of response is good, because interviewer bias is reduced as there is no 
face - to - face contact between the interviewer and the respondent. 

4. This method of interviewing is less demainding upon the interviewer. 

5. It does not invoive field work. 


6. Individuals who could noi be reachced or who might not care to be interviewed 
personally canbe contaced easily. 


Disadvantages : Telephone interview has several limitations. 


1 .It is limited to persons with listed telephones. The sample will be distorted, if 
the universe includes perscns not on phone. In several countries ike India only 
a few persons have phone facility and tha: teo in urban areas only. Telephone 
facility is very rare in rural areas. Hence the method is not useful for studying the 
general popullation. f 4y 7 


NOTES 


NOTES - 





— 


3.7 INTERVIEW : 


2. There is a limit to the length ofi interview. Usually, acall cannot last over five 
minutes. Only five of six simple questions can be asked. Hence telephone: can- 
- not be used for a longer questionnaire. 

l 3 The type of information to be collected is limited to what can be given in simple, 
short answers of a few words. Hence telephone i is not suitable for complex 
surveys, and there i is not possibility of obtaining detailed information. | 

4. Ifthe questions cover personal matters, most respondnets v will not cooneiate 
~ within interviewer. 
3. The respondent’s ‘chracteristics arid environment cannot be observed. 
6. Itis possible to use visual aids like charts, maps, illustrations or ‘complex scales 
| 7. It is rather difficult to. establish ADR EE therespondent and the inter 


_ Viewer. ` 


` 8. There is no possibility to ensure the identity of the interviewer and to overcome 


"> Suspicions. 








has 





The interview is probably man’s oldest and most often used device for 


_ obtaining information. It is a ‘méeting’ in which the interviewer puts questions to the 


interviewee and records his responses. The s meeting. is always face -to - face where 


both the parties communicate with each other not only through words (verbali inter- 
_ action) but also through gestures, mannerisms; facial expressions, etc (visual inter- 
action). ` 


Ani interviews are pseudo - conversational i in nature. This means that they 
are conversations “with a purpose” where the interviewer’s aim is to elicit as much 
relevant information as is possible within a specified time. 

Types of Interviews : 
On the basis of the degree of structure present in the - quetions asked by the 


-inteviewer all interviews may be classified into three catévories : standardised, 


unstandardised and semi-standardised. 


(1) Standardised, Structured or Formal Interview : 


In this type of interview, the quetion and their sequence are determined in 
advance. The interviwer merely proceeds systematically through the list of 
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questions, noting the replies given by the applicant. He is not free to adapt this 
questions to the specific situation or to change their wordings or to change their 
sequence or to ask other questions. In brief, he is supposed to keep his behaviour as 
constant from interviewee to interviewee as is possible. Such type of interview is 
highly useful in market or polling research in which the same questions in the same 
‘form and in the same order are asked of very respondent. 


_ Mertits : 
(1) This ine ofi interview enables other 1 investigatores to duplicate e inter- 
view situation and to verify the esults of previous intervies. 


(2) This type of interview is more economical ania by a the inter- 


viewer to move ona fixed tract it results into a wider coverage of respondents in the _ 


same time. 
3) This’ type of interview demands iesser skills of the interviewer. 


4) This type of i interview by forcing the respondent to. answer spontane- 
ously without too much meditation acts as acheck on fabircation. - 


Demerits : 


This type ofi interview, by permutting little tlexibiltty to the interviewer, pre- i 


. vents him from going into depth'and exploring other avenues of information which 


may appear to him as fruitful during the i interview. In fact, some people argue that to | 
restrict the flexibility of the interviewer involves sacrificing the basic inter-personal — 


advantage that thei interview has over other datà collection techniques, and the one 


might just as well scrap the interview and substitute a paper - - and- pencil questionnarie . 


ifitis structure that is desired. 


| a Unstanda rdised, Diit red or- -Informal Interview : - 
`- Inthis type ofi interview the i interviewer is free to develop each situation in 


whatever ways he deems most appropriate for the purpose at hand. He can be quite | 


flexible in adapting his approachto whatever appéars to be most frutiful for agiven 
respondent. He may change his general line of: Fquéstioning if important results are 
‘not forthcoming or he may alter the wordi: ng the questions so as to achieve some 


equivalence in meaning for different kinds of respondents or he may omit certain [` 


questions and add new ones, and so on. 


‘NOTES 


NOTES | concepts, brand natis, pii Rages, p uluuoria: Strategies and al iL.üdts When an 

| organisation needs a great variety of information in as much detail as pe ssible at a 
relativelly low cost and in a short period of time, the group irterview technique is 

more useful. It can be used to generate primary daia in the explorator~ phase of 


project. 


Evaluation : Advantages : The advantages of this technique are : 


1. The respondents comment freely and in detail. | 
2. The method is highly flexible. The flexibility helps the research wors. with 
new concepis or topics which have not been previously investigated. 

3. Visual aids can be used. 

4. A group can be interviewd in the time requirec for one personal interview. 

5. The client can watch the interview unobserved. 

6. Respondents are more articulate in a group than in the individual ir:erview. 
7. The technique eliminates the physical limitations inherent in individual 


interviews. 


Disadvantages : This method is not free from drawbacks. 


1. Itis difficult to get a representative sample. 
2. There: is the possibility of the group being dominated by one individual. 
3. The respondnets may answer to please the interviewer or the other members in 
the group. | 
Nevertheless, the advantages of this technique outweigh the disadvantages 


and the technique is found to be useful for surveys on topics cf common interest. 


_ Advantages and Limitations of Interview Technique 
- Advantages 
(1) Interview technique can be used with illiterate respondents 
(2) - Proportion of the respondnets participating in an interview is generally more 
than the proporation of respondents who return a mall questionnaire. 
(3) The information secured through an interview is likely to be more correct 
. than that securéd by amall questionnaire. This is because the interviewer 


can point out the inconsistencies in replies on the spot and correct them. In 


In this type of interview, the interviewer asks a number of specific maj or 


questions but héi is also free to probe beyond the answers to these questions. One” i i" 


such interview is the focused interview: Ti this iriterview thei interviewer, though bound"; 


bya definite framework of topics to be covered about each respondent, is more or | | 


less free to frame his questions and to decide their sequence according to this under- ` 
sanding ofthe situation. The respondents i in this type ofi interview are always. per- ` 
sons who are known to possess the experience of the subj ect under study. Thus, for 
example, if opinion is being gatheréd about a film of a broadcast they are the pér- 


_ sons who have seen the film or have heard the broadcast. The interview is always ` of 


focused on the subj ective experience ofsuch persons. 


(4) Group Interviews : 


Meaning and Natüre: A group interview may be defined as amethod of 
collecting primay data in which a number of individuals with a common interest _ 


interact with each other. In a personal interview, the flow of information is raultidi- - = 


mensional. 


The group may consist of about six'to eight individuals. with ac ommon, 
interest. The interviewer acts as the discussion leader. Free discussion: is encour- ` 


23.7 INTERVIEW: 

„ Types'of Interviews : 
1. Standardised, 
Structured or oo 
Intervie, 

2. Unstandardised 
- “Unstretired or `.. 


_. standardised, Sén 
structrued Interview: 
“4. Group Interviews. : 
-Advantagés a 
'Limitations of ` 
Interview Technique 
| Advantages 





aged on some aspect of the subject under study. The discussion leader stimulates, Ki 


the group members to interact with each other.. 


The desired information may. be obtained through seit - administered -_ 


questionnaires or interview, with the discussion. serving asa guide to ensure 


consideration ofthe areas of concern, In particular, the interviewr looks for evi- . 
dence of common elements of attitudes, beliefts, intentions and opinions among: 


individuals in the group. At the same time, he must be aware that a singlec comment 


by amember can provide important insight. 


Samples for group interview can be obtai ned through scoas, clubs hd; 
other organized groups. 7 


Uses : The group interview technique can be employed by.researchers in Studying | 


peoples reactions on public amenities, public health projects, welfare schemes, etc. 
It is a popular method in marketing research to evaluate new product or service . 
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nrstudies relating to socio-psychological or Sensitivie subjects such as di- 
vorce or use of birth control methods the indepth probing cannot te done by simply | 
putting a certain number of predetermine d questions in a predetermined sequence. 
An unstructured interview is the qnly technique to enable the interviewer to pen- 
etrate deep into the problem and to know about the ingrained attitudes and beliefs 
of the respondent. In such interviews the interviews the interviewer begins with 
some genral topical question and then gradually and skilfully leads the r= spondent 
toward his subject of enquiry. - | 

One form of the unstructured interview is the non-directive interview. Herethe 
interviewer avoids channeling the interview in certain directions. Instead, hé attempts 
to develop a very permissve atmosphere in which the responcent can fee! perfectly 
free to express his {felling without fear of disapproval. Thus, in the interviewing phase 
of the Hawthome research, the interviewers attempted to refrain from any guiding 
comments or questions at all. Instead, they simly listened, with a judicious “Hmmm”, 
or an interested “Go on”, or a similiar comment - at times, no rnore than a gesture of 
sympathy. In this way, the workers returned again and again to — which have 
close to their personal lives. 


Merits : 

(1) In this type of interview a skilled interviewer is able to develop new iGeas about 
the phenomena under invetigation. He is able to exploremeany new ideas and 
can go considerably beyond the original formulation of the problem 

(2) This type of interview generlly leaves a favourable impression on the inter- 
viewee because by giving an oppotunity to the interviewee to speak freely it 
relieves his tensions and clarifies his thinking. 

Demerits : 

(1) The collection of data by this method is very slow. Only a sman number of 
interviews can be completed in a given period. 

(2) Analysis of all sorts of responses is difficult and time - consuming. 

(3) This type of interview needs a very high level of interviewing quality. The 
greater the «:.scertion allowed to the interviewer, the more ny isa ane “a 


level of competence. = 


(4) This type of interview cannot be replicated and its results cannot peritireralised 
for large populations. . 


case of deliberate lies he can probe deeper to find out the truth and can 
observe and record details or interviewee’s behaviour (nervousness, 
hesitation, etc) in responding. He can also clarify certain questions which the 
interviewers does not fully understand. | 

(4) Discussion on sensitive and emotional subjects can be better approached 
by an unstructured interview than by any technique. 

(5) Inan interview the respondent is generally caught off guard which enables 
the interviewer to observe his spontaneous reactions (facial expression, 
gestures, etc). to the questions put to him- an advantag not availale in the 
case of mall questionnaire. 

(6) The interview sometime proves to be such stimulating experience to a 
respondent that he willingly offers alot of information which may not be 
forthcoming in other techniques. 


Limitations: 


(1) The interview is generally more costly than other techniques. 

(2) The organisation required for selecting, trainig and supervising a field staff is 
more complex than that needed in other techinques. The training of intervieweres 
is often a long and costly process. The more non-directive the interview, the 
greatr the need for highly skilled interviewers. | | 

(3) The interviewer may suffer from bias, faulty perception, faulty memory, lack of 
insight and inability to articulate. He may, while explaining the import ofa ques- 

_ tion, put words in the mouth of respondent or change the whole context of 
question. 

(4) The interviewer may (because of fatigue, decreased task interest, etc.) alter 
other manner in which questions are put to interviewees or the sicerity it which 
responses are recorded from one interview to the next, etc. As a consequence, 
the validity and reliability of obtained data may suffer. | 

(5) Charactereistics of the interviewer,the interviewee (e.g., sex,race, socio-eco- 
nomic status, etc.) and their combination may influence the measured viaribles. 

(6) The interview, even ifit is of the non-directive vareity, may not lead to as through 
an understanding of the phenomenon under investigation as alternative data col- 
lection techniques (e.g., participant observation). 


~ 
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3.8. PROJECTIVE TECHNIQUES 





We have so far considered techniques that rely on the individ-al’s own 
report of his behaviour, beliefs, feelings, etc. These tecniques pre-suppcse that the 
respondents are willing and able to give such information about themselves. There is 
also the possibility that the respondents are unwilling to discuss coxroversial topics 
or to give the desired information either because they cannot express their :celings ir 
exact words or because they are not quite aware of their feelings about the matter ir 
question. t 

To get the desired data despite the respondent’s lack of self-insight or his 
unwillingness several indirect techniques have been developed. These technique: 
are designed to provide the respondent with unstructured stimulus situz::ions. It 1 
assumed that because the stimuli are unstructured the respondents will te require: 
to organise or structure them and will, in the process, reveal important aspects o 
their own personality and behaviour. mk 

In these techniques the true nature of subj ect-matter is so conczaled tha 
the respondent is not aware of its import nor of the purpose of the ssudy. The 
correct interpretation of results largely depends on the user’s trained. judgemer 
and discretion. He must be able to distinguish the relevant part of che results fror 
the irrelevant-the grain from the chaff. The standardization and cross-cuitural val 
dation of these techniques are now slowly coming up. | 


There is a wide variety of these techniques as described below: 


(a) Rorschach ink blot test. This test was first developed bva Swi: ` 
scientist Herman Rorschahch. Under this test ten cards with ink blots orinted c 
them are shown to a respondent and from his interpretations of these blo 
inferences are drawn regarding his beliefs, feelings, attitudes, percey<ions ar. 
underlying motivations. | 

(b) Sentence completion test. In this technique the responde nt is pri 
sented with the beginning of a series of sentences as a stimulus and he is require 
to complete these sentences. 

(c) Word association test. Here the stimulus questions usually consist oj 
single word or a short phrase. The respondent is asked to respond with the fir 
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word that comes to his mind. For example, if the stimulus word is “black” the sub- 
ject may respond immediately by saying ‘white’ or ‘Negro’ or some other word. 
The content as also the rate of the subject’s response may indicate his areas of 
emotional distrubance. 


(d) Role playing. This technique is called a psychodrama if the respondent 
plays himself and sociodrama ifhe acts out the roles of others. Here the respondent 
is removed from the paper-and-pencil situation, and has relatively little time to 
prepare an answer he thinks would have social desirability. If the interviewer himself 
adopts arole which complements that adopted by the respondent, he has oppourtunity 
of subjecting the respondent to sequences of stimuli and of investigating the dynara- 
ics of his behaviour. 


(e) Thematic appereption test (TAT). This test consists of a series of 
pictures dealing with the ordinary day-to day or extraordinary events. The subjects 
are asked to tell stories on the basis of these pictures. On the assumption that through 
these stories subjects project their personalities, these stories are interpreted by 
trained psychologists. 

(£) Error choice and information test. In the error choice method r2- 
spondents are asked to choose among different possible answers to a factual ques- 
tion (such as, “what is the salary of the average psychiatrist?’’) All the answers pro- 
vided are incorrect, and the direction of the eror a respondent makes is used as a 
measure of his values, attitudes, or expectations. Another relatively structured indi- 
rect test is the information an individual possesses about a given subject are related 
to his values and expectations. Consequently, information questions may be utilized 
as indirect measures of these dimensions. 

It should be remembered that evidence on the validity of these projective 
techniques thus for is not at all conclusive. The response may be interpreted differ- 
ently by different experts. Despite this drawback, these techniques are very useful in 
as much as they encourage free response by the individual mirroring his attitudes and 
feelings which may not be possible in other techniques. 

Advantages: 

These techniques divert individual’s attention away from himself and thus 
reduce embarrassment and defensiveness. They are especially useful with young 
children, illiterates and persons with language handicaps. 
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Limitations: 


(1) Many of these techniques lack standardisation in the adminsitration and 


J "scoring producers. Thus, the results obtained by different researchers may not'be 
8 rn 


' (2) Many techniques show spurious relationships and give only an 


ef illusion of validity. 


N 


x (3) Some techniques also lack reliablity. Interpretations of identical data 
developed by thera by different experts do not always agree. 





3.9. SECONDARY DATA: 





Secondary data are those data or information collected from the secondary 
sources. Secondary sources may both internal as well as exernal in character. The 
internal sources refers to the information that already exist within the company or 
unit studied. For example records of sales, budget, stock etc. The external sources 


refers to publication of govt. commercial agencies etc. 


Sources: It can be divided into two 1) Published source 2) Unpulished 


source 
1) Published Sources: 
Data which are published wail available for public easily is called published 
sources. 
1. Reports and publication of international body like I.M.F., U.N.O. ete.. 
2. Publication of central and state govts. like census book, statistical book etc. 
3: Publication of Reserve Bank of India, Banks etc. 
4. Financial and economic j ournals like capital, commerce, Economic Times etc. 
5. Publication of research institutes like IESSR etc. 
6. Annual Reports of joint stock companies and social organisations etc. 
2) Unpublished Sources: | 
There are sources of informations which are not published but available for 


reference. For examples records of govt. Orgnisations companies, Theses, 


dissertatios, project reports of research centres etc. 


- 


Uses of secondary data: 

The secondary dat may be used in three ways by aresearcher. First, some 
specific information form secondary sources may be used for reference purposes. 
For example, the general statistical informatior: on the number of cooperative credit 
societies in the country. their coverage of villages, their capital structure, volume of 
business, etc. may be taken form published reports and quoted as a background 
information in a study on the evaluation of performance of cooperative credit societ- 
ies in a selected district/state. 


Second, secondary data may be used as bench marks against which the 
finding of a research may be tested, e.g., the findings of a local or regional survey 
may be compared with the national averages; the performance indicators of a par- 
ticular bank may be tested against the corresponding indicators of the banking in- 
dustry as a whole and so on. 


Finally, secondary data may be used as the sole source of information for a 
research project. Such studies as Securities Market Behaviour, Financial Analysis 
of Companies, Trends in credit allocation in commerical banks, Sociological Studies 
on crimes, historical studies, and the like depend primarily on secondary data. Year 
book, Statistical reportsof government departments, reports of public organisations 
like Bureau of Public Enterprises, Census Reports etc. serve as major data sources 
for such research studies, . 


Advantages of secondarv data: 


Secondary sources have some advantages. 

1. Secondary data, if available, can be secured quickly and cheaply. Once 
their source documents and reports are located, collection of data is just a matter of 
desk work. Even the tediousness of copying the data from the source can now be 
avoided, thanks to xeroxing facilities. 

2. Wider geographical area and longer reference period may be covered 
without much cost. Thus the use of secondary data extends the researcher’s space 
and time reach. | 

3. The use of secondary data broadens the data base trom which scientific 
generalizations can be made. This is especially so when data from several enviro:1- 


mental and cultural settings are required for the study. 
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4. The use of secondary data enables a researcher to ver-fy th - findings 
based on primary data. It readily meets the need for additional erapirica. support. 
The researcher need not await the time when additional primary deta can be 


collected. 


Disadvantages/limitations of secondary data: 
_. The use of secondary data has its own limitations. 

1. The most important limitation is the available data raay no: meet our 
specific research needs. The definitions adopted by those who co-lected -aose data 
may be different; :inits of measure may noi match; and time periods mey also the 
different. 

2. The available data may not be as accurate as desired. To as sess their 
accuracy we need to know how the data were collected. 

3. The secondary data are not upto date and become obsolete v. hen they 
appear in print, because of time lag in producing them. For exarnple, F >pulatior 
Census data are published two or three years later after compilation, ar:d no nev 
figures will be available for another ten years, 

4. Finally information about the whereabouts of sources my not be 
available to all scoial scientists. Even if the location of the source is kaown, the 
accessibility depends primarily on proximity. For exemple, most of he ur.published 
offical records and compilations are located in the capital city, and thy are not 


e the easy reach of researchers based in for off places. 





PS RL Pe SE oy. t 


3.10 KEY TERMS 


t 


* Schedule 
Demerits 
Questionnaire 
Personal 


+ * + * 
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3.11 SUMMARY 





— 
Source of Information, Questionaire Method, Observation, Exp =rimenta- 


tion Methods, Telephone Interviewing, Interview, Projective Te: hniques, 


Secondary Data are dealt in details in this unit. 
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3.12 MODEL QUESTIONS: 





Part-A 


What are the various kinds of questionaire? 

What are the different methods primary data collection? 

How secondary data differ from primary data demerits? 

What is an interview? Highlight its advantages and disadvantages. 

Explain the guilding considerations in the construction of a questionnaire. 
Part-B 


How does a questionnaire differe from a schedule? What are the marits 


and demerits of a questionnaire? 
What is a projective technique? what are its limitations? 


How can observation methods be classlied? What are the key destinctions 
among the various types? 


What is an interview? How is it classified? What are its major objectives” 
Discuss the sources of colleeting secondary data. 


How do mail, telephone and personal interview differ in tering of costs 
administrative control and flexibility” = 


What are the problem faced in collected data through an interview? How 
are they caused? How are they removed? 


NOTE 


True - Fals 


1. The researc 
to deterriine tl 
sources ‘rom \ 
he will get thi: 
informat:on. 


True, Fals 


2.crimary dat 


to info-matio1 
generad toi 
specifi: “eqire 
of the -nvesti; 
hard. 

Trus; Fals 
3. Under this 
list of questio 
Celled questic 
is prepared ar 
to the res h 

Trus, Fails 
4. Questicnna 
list of questio: 
framed in a dei 
order or “orm. 


True, False 


~ 5. Observatio 


of the nethods 
emploved in cc 


ticn at primary 


Trus, False 
Answer 
1. True 2 
3. True 4." 
S. True 
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UNIT IV ATTITUDE MEASUREMENT AND 


SCALING TECHNIQUES 


STUCTURE 


4.0 Introduction 

4.1 Unit Objectives 

4.2 Concepis 

4.3 Definition 

4.4 Meaning ad difinition of attitude 
4.5 Types ot Scales 

4.6 Kev Terms 

4.7 Summary 

4.8 Model Questions 


4.0 INTRODUCTION 


Moderate marketing is the era of consumers. Satisficaticr: cf the needs of 
the consumers is the prime airm of any business. Hence the research on «: onsumer 
behaviour gives evaphasis to attitude measurement of the consumers corm vanies are 
interested in knowing their corporate image their product image and to 1-10w how 
far these images ave favourable or unfavourable in the minds of cor:sume’s. 


Reserarches give importance to the measurement of pnmzrv attit ds. These 
attitudes of different groups can be measured through scaling techr.ique. A:itudes of 
the following groups towards companies products advertising etc. ii) ¢-aployees 
attitudes for example salesman attitude towards their jobs iii) Bus:nessr-:an’s atti- 
tudes such as co-attitude of company’s management dealers, wholesale:, brokers 


etc. towards their business activity. 
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After reading this unit you should be able tc understend 


Concepts 
HU 


= Definition 

. Meaning and difinition of attitude | i 
s Types of Scales 

_ of Attitude Measurément and Scaling Techniques. 


4.2. CONCEPTS: 








Measurement: 


= 


~~ 


Measurement may be defined as the assignment of nurnerals to characteris- 
“tics of object, persons, states or events according to rules when objects are counted, 
for example, one does not measue the object itself but only its characteristics of 
being present. One does not measure people but their age, height, weight or some 
other characteristics. 
The term measurement refers to obtaining symbol tc represent properties of 
object, events or states. These obtained symb::1s have the same relevant relation- 
ship to each other as do the things which are represented by them. © 


Scaling Techniques: 


A scale is a method of measurement. Attitudes, behaviour and other qualita- 
tive characteristics are measured by means of different scales. The scalability ofa 
phenomenon depends on its continum. The various factors of the phenomenon must 
be logically interrelated and should be capable of continued measurement. A scale 
must be reliable. - a; a 


4.3.DEFINITION: 


Goode & Hatt has defined it as follows: 


They are methods of turning a series of qualitatives facts (referred to as 
attributes) into a qualitative series (referred to as a variable). 


Under the scaling method a respondent is asked to choose the opinions 


already coded. His order of perference is weighed and importance of opinion is 
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measured statistially. Opinion to a single question may not form an opinion to a total 


picture. Many questions are asked and the opinions are averaged and measured. 
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The purpose of averaging over a set of beliefs is to reduce the «fects o: 
idiosyncracies of particular respondents in respec: ofparticuler aspe -:ts of the 
attitude the set of statements for ascertaining beliefs must be chosen with this in 
mind. 


4.4. MEANING AND DEFINITION OF APTITUDE: 


2 Le i E) 
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An attitude is a behavioural desposition waich is pet of the st-acture of | 
human perception. Attitude are the most complex concepiti and differen to under- 
stand. But it is most used socio-psycological concert in marketing. 


Henry C.Triandie’. has defined it as follows: 


“An enduring: organisation of motivational emotions, sercestual and 
congnitive process with respect to some aspects of the individual s work”. 
The term attitude has three components in it: 
a) Cognitive-a person’s belief or information about the object. 
b) effective: a person’s feeling like or dislike concerning the object and 
c) behavioural-action tendencies or pre-disposition toward the caject. 
Each of these three components tends to remain in balance wit the other 


two. 


4.5. TYPES OF SCALES: | 


: There are the following four main types of scale - nomina:, ordizal, inter- 


view and ratio scale. 


———_ 


a) Nominal Scale: 


It classifies persons objects or events into a number cf mutually xclusive 
“categories on the basis of simple presence or absence, applicability or inż pplicabil- 
ity possession or non possession of certain character or property. Fo: example 
classification on the basis of sex or religion or caste etc. The membe: of these 
categories differ with respect to the specied attributes which is being raca:ured. ‘The 
only arithmatic operation possible in this scale is counting. Say for examp: 2 number 
of female are more than male in Keral or Female constitutes 53% of the p<pulation. 


b) Ordinal Scale: 


cate only the relative position. The scale purports to give ranks to the indivitual along 
with specific continum. It determines the order of position in relation to the attributes 
which is being measured. It does not provide or cardinally measures the differences 
between persons. For example X is beautiful than Y but can not say how much. 
c) Internal scale or cardinal scale: 

This scale has equal units of measurement. It indicates the level of difference 
between two persons unlike ordinal scale. 

For example if we are measuring the achivement of four students, A,B,C 


and D on an internal scale and obtain the value 1,4,5 and 8 respectively. 


0 1 2 3 4 5 6 7 8 9 


By comparison one can say the diference between A and C is same as the 
difference between B and D. But one can not say that the achievement of D is twice 
that of B. Because in the measurement @ point ‘O’ is arbitrary. Hence objects can 


not be compared on the basis of ratios of their absolute scores. It can be explained 


with the measurement of Fahrenheit and Centi: grade. 


z 





The point of origun in centigrade is o end that of fohrenheit is 32 Hence of 


one take two temperature from fohrenheit scale namely 20° F and 40°F one cannot 


say that his first temperatue is half his second one. 


d) Ratio Scale: 


This scale incorporated the properties of an internal scale together with a 


fixed origin or zero point. Weight length and time are example of 1t. These scales are 
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used. For example if Salesman A sells 50 units per day and salesman B sells 100 
units per day then B’s output is twice that of A. 


SPECIIFIC SCALES FOR MEASURING ATTITUDES: 


| When an individual is asked to indicate his attitude accurately or: a scale he 

has to make judgement in different situations. In order to overcome tne difficulties in 
D this self-assessment, indirect approaches with a series of statements, cuncerning 
attitude measurements were developed. Thus the specific attitude scale is one which 
contains a number of statements relating to attitude :n a Let us discuss few 


important scales measuring attitudes as follows: 


a) Thurstone Differential Scale: 


It was invented by L.L.Thurstone. It is also called as “Thurst ne equal 
appearing intervals”. The main assumption underlying the scaie is that pe::ple could 
not assign quantitative measurement to their attitude. But they coulc tell differences 
between attitudes represented by two different statements. 


A large number of statements relating to attitude are collected by.he re- | 
searcher. A large number of judges classifies them into eleven groups. Tnen state- 
ments which are ambigious vague irrelevant and over which judges diffe re orderly 
are discarded. Finally one statement from each group are selected. fhe list is 
prepared in a manner that the first group consist of statement favouring to the 
attitude and the last group is most unfabourable. The sixth position cn this continum 
is the point at which the attitude is neutral. The scale value ofa statement is conputed 
as the mean or median position to which it is assigned by the :udzges. Then the 
a respondents are asked to check the statements which they agree. ‘The scale value 


are not shown in tue questionnaire and the statements are arranged randomly. 


It can be explained by the following example. This scale was used to 


measure the consumer attitude towards newspaper advertisemen:. 


1. All newspaper ads should be banned by law. 


2. Reading newspaper ads is a complete wastage of time. 


3. Newspaper ads are monotonous. 

4. Most of the newspaper ads are pretty bad. 

5. Newspaper ads do not interface too much with the reading of news. 
6. I have no opinion for or against the newspaper ads. 

7. 1 like newspaper ads at time. 

8. Most newspaper ads are faily interesting. 

9. I like to buy products advertised in newspapers whenever possible. 
10. Most newspaper ads help people select the best product available. 
11. Newspaper ads are more fun to read than the regular news items. 


Sources: Dr.D.D.Sharma Marketing Research principles Application & 
cases, Sul.an Chand & Sons P.175 


Assignment value by the judges are as follows: 
Statement 1-7.2 Statement 7-3.0 
Statement 2-8.6 Statement - 8-2.0 


Statement 3-2.6 Statement 9-6.2 


Statement 4-7.1 Statement 10-5.0 
Statement 5-4.0 Statement 11-4.3 
Statement 6-1.8 


Suppose respondent A chose statement 3,6,7 means his average scor would 
be 2.6+1.8 +3.0 or 2.47. If B chooses statements 3,4,5 and 7, his average sco 
would be 2.6+7.1+4.0+3.0 or 4.2. Thus respondent ‘ A’ would be ranked higher 
| (lower the number the more positive the attitude) than B in terms his attitude to- 
wards newspaper ads (ordinal scalling). 


Criticisms: 
‘Criticisms against this Thurstone scale are as follows: 


a) The scale values are influenced by the attitudes intelligence and background of 
the judges. 
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4.5. TYPES OF 
SCALES: 

a) Nominal Scale, 

b) Ordinai Scale, 

c) Internal scale or 
cardinal scale, 

d) Ratio Scale, 
SPECIFIC SCALES 
FOR MEASURING 
ATTITUDES: 

a) Thurstone Differen- 
tial Scale, 

b) Likert’s Summated 
Scal, 

c}Guttman Scale, 

d) Q-Sort, 

e) Semantic Differen- 
tial £} Stapel Scale 


b) Difficulty arise in selecting the statements and to form conatinuum. 
c) Different individual may have the same score on the basis ¢ fmeen orr ,2dian but 


still their attitudes may not be simular. 


b) Likert’s Summated Scale: 


This scale is frequently used in the measureir ent of social atitude nd 1t was 
first devised by Likert. It uses only definitely favourable and un vour. ole state- 
ments. It excludes the intermediate opinions. It consists ofa serie; of sta :ments to 
which the respon‘ 2nt is to react. The respondent indicate the degree of: preement 
or disagreement. Each response is iven 4 numerical s core and tietotal -core ofa 
respondent is found out by summing up his different score for dit ferent: :sponses. 


This total score indicates his position on the continuum. 


It uses several degrees of agreement ro disagreement. Trey ar: strongly 
agee, agree, indifferent, disagree, strongly disagree and they giv2 voint 5 to | re- 
spectively or vice versa. The score values are not indicated in ‘he que stio naire. By 
adding up the different scores of an individual, his total score is calculated i: summa- 
tion of different scores for different statements. The researcher sh.culd ic entity the 
claims which have a high discriminatory power. The rnain idea is tc ensure that every 
item or statement is related to the atitude which is under study. 

Criticisms: 
a) The total scores may be the same in many cses but their attitudes s1ay be 
different. 
b) This scale may order the people but the order may not ze svientifi.. 
c) There is no objective basis for expressing different degrees of agr. ement or 


disagreement. 
c)Guttman Scale: 
This is a scalogram technique developed bv Louis Guttr iar. 1 be respon: 


dents are presented with a series of items, generally statements a s0uta oduct o 


product attributes and are asked to indicate their degree of Jisagceern -at or dis 


agreement with each item. The primary goal ofthe technique is to d2iermi 1; whethe 


a cumulative and unditnensional scale is being achieved. 


For example is we ask respondents to agree or disagree with the following 


statements. We would achieve the indicated response. 


A B C D E 
A ĮI am over 20 years x - X X X 
B {am over 30 years X X X X 
C Iam over 40 years X X X 
D Į am over 50 years X X 
E Lam over 60 years X 


Any one over 60 must, of necessity, be over 50,40,30,20. Likewise anyone 
over 40 must also be over 30 and 20 and so on. Age isa undimensional phenor1- 
enon it involves one and only one factor. To determine whether or not a series of 
attitude statement measure only one dimension of an attitude, the response of a 


sample are arrayed as shown. It must of the responses fit the pattern, a undimensional 
scale exists. 


d) Q-Sort: 

It is used for the study of personality. The individual can make a study of 
changes in his own image or in his ideal person and so o. It is also applied for study 
of various type of socio economic attitude. Tle basic operation of Q-sort method 


are similar to those of the Thurstone scale. But the objectives of sorting are different. 


It is an efficient ordering process. It requires the respondent to sort, that is, 
to divide into piles or groups, a number of statements or other objects according to 
a specied criterion. First the researcher must select the criterion along which tht 
items are to be sorted. For example the criteria is “Most like/least like my present 
brand”. The second step is to select the specific item for sorting. For example for 
product research include stylish economical, functional etc. Thirdly the respondent 


is instructed to sort the items into 11 groups or piles placing a specific number in 
each group. 
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Divide the 100 items on the cards into !1 groups so thattazy wi describe 


your view of an ideal cake mix. 


Most like Group Group ‘(Group east 
MG Ideal 1 2 H tike 
Cake mix 2,7,8,11 17,16,15 9,4,3  Myldeer Mix 


Lastly the items are assigned the score of the group, ttey are pla +2d in and 
are analysed by special correlation technique. 


e) Semantic Differential: 


Charles Os good, developed this scale Semantic Differe-xial. It .s used to 
measure attitudes pertaining to brand and company image. I: stresss on the 


development of descriptive profiles that facilitate comparison of competi: ive items. 


The respcndent is asked to rate a given concept on a series of seven point 
bipolar rating scale. Two ends will use adjectivers which a:e opp :site. For 


example good-bad, reliable-unreliable, convenient-1aconvenisnt ete. 


1 2 3 4 5 6 A 
Good --. — -= --- --- ~-- -- Bed 
Converent ---  --- -== --- --~ -=-~ --— Inconvenient 
Reliance --- --- ers --- =- -~ Ur-eliance 


Respondents are asked to go through a set of scales for a partic ular con- 
cept and to place a check-mark is one of the spaces on each scale a:o ind: cate their 
rating of the conceps position with respect to the adjectives involv 2d. The positions 
are then assigned scores 1 to 7 Osgood and others have investigated th: correla- 
tions between the scores given to set concept on different bipoiar scale-b7 conduct- 
ing a series of factor analysis. The three main factors are the individaal’s «valuation 
of the concept power of the object or potency and the individuals p2rcep~.on of the 
activity of the object or concept. 


f) Stapel Scale: 
The original Staple scale was described as z. unipolar ten point ron verbal 


eR 


rating scale with values ranging from +5 to -5 which measures direction and intensity 
simultaneously. ‘The scale values are used to indicate how accurately one adjective 


describes the concept in question. 


The advantages of this technique lie in the case of administration and the 
absence of any need to pretest the adjectives -r phrases to ensure true bipolarity. 
The ability of Stapel scale to produce results equivalent to those produced by the 
Semantic Differential has been verified emperically. This scale has been utilised in 
studies ocussing on departmental store images, new food products and advertising 


copies. 


4.6 KEY TERMS 


Numerical 
= Semantic 
i Interpret 


a: Dimensional 





4.7 SUMMARY 
a EA E E A EEA DE 

Concepts, Definition, Meaning and difinition ofattitude, Types of Scalzs 
of Attitude Measurment and Scaling Techniques are dealt in details in this unit. 





4.88 MODEL QUESTIONS: 








Part-A 
l. Describe how Likert scale is constructed. 


2.: State the merits of Lidert's scale. 
3. How will you construct Thurstone’s scale. 


4, What the limitations of Thurstone's Scale? 
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Unit - IV 
True - False 


1.Moderate marketing 
is the era of consumers. 
True / False 2.When an 
individual is asked to 
indicate his attitude 
accrately on a scale he 
has to make judgement 
in different situations. 

True / False 
3. The primary goal of 
technique is to 
determine whether a 
cumulative and 
undimensional sacale is 
being achieved. 

True / False 
4. Stresses on the 
developement of 
descriptive profiles that 
facilitate comparison of 
competitive items. 

True / False 
5. Respondents are 
asked to go through a 
set of scales for a 
particular concept and 
tc place a checkmark. 
True / False 


Answer. 
1.True 2. True 
3.True 4. True 


5. True 


Write shori notes on: 


1) Multi dimensional scaling 
11) Stapel scale 
iii) Guttman scale 
iv) Semantic differential 
Pari-B 


° a ; ¢ 
What is a scale? Highlight various types of numerical scaie. Whether these 
scales can be used in marketing? 


Explain the method of semantic differential. How the data gathered by this 
scale is interpreted’? 


What is meant by the realiability and validity of a measurement? Describe 
the various techniques available to assess each. 


Discuss the various types of scale with their merits and demerits 
Differentiate between Thurston differential and Q-sort sczling tec niques. 
Describe different versions of rating scales with suitabie exaraplcs. 


Whatisa sae Highlight various types ofn ea gca.es. Wh:.ather 
these scales find use in marketing. 
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STRUCTURE 


5.0 Introduction 

5.1 Unit Objectives 

5.2 Sampling Techniques 

5.3. Need for sampling _ 

5.4 Characteristics of good sampling 

5.5 Steps in sampling or process in sampling 
5.6 Types/Methods of sampling 

5.7 Advantages of sampling 

5.8 Disadvantages/Limitations of sampling 
5.9 Key Terms 


5.10 Summary 
5.11 Model Questions 





5.0 INTRODCUTION 





Collection of data is essential in marketing research. Data are divided basi- 
cally into primary data and secondary data. Primary data refers to collection of data 
for an investigation by the researcher. Such data are collected either by census method 
or sampling method. The census method involves a complete enumeration of all the 
units of the population or universe whereas the sampling method involes the ena- 


meration of only a smple part of the populatior: or univere. 


~ 


A sample is a smaller representation ofa large unit or value. A sample is that 
part of the universe or population which we select for the purpose of investigation. 
For example one test few rices to ensure that all the rices are boiled or not in a 


vessel. A doctor test a drop of blood to conclude the blood constitution ofa body. 


5.1 UNIT OBJECTIVES 





After reading this unit you should be able to understand 
Sampling Techniques 
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NOTES 


= N ‘ed for sampling 


™ Characteristics of good sampling 

x Steps in sampling or process in sampling 
ii Types/Methods of sampling 

j Advantages of sampling 

i Disadvantages/Limitations of sampling 


. eee ee ee p an 


5.2 SAMPLING TECHNIQUE: 


The process of selecting a sample is called sampling teci rique. 
various method tc select a sample. Nature of the problem. siz2 ani chare 


universe. Observation of the investigation decides the methoc.. 


5.3. NEED FOR SAMPLING: 





In marketing research and other social science research the samy 
nique is widely used. It is because of the following needs. 
‘lL. When the universe or population is compies and large, it will requ 


deal of time money and energy. So it is unwise when the resources 


2. When the problem does not require can percent accuracy sanolir.. 


and the bes’ 


3. If the date are unlimited one need to use sampling. i 
4. When there is no possiblity of conducting census methoci. sa r ping 
solution. 


5. When the characters of the units are homogeneous samp ing is the b : 





5.4. CHRACTERISTICS OF A GOOD SAMPLING: 





a aa eS A ie ee 


A good marketing sample must have the following femure s. 
1. It must be random. Random means everybody ir. the grou: has an eq 
to represent? ne group. 
2. It must be representative. It means that the samsle must mel ade all 


kinds of units in the totai universe. 


3. It must be proportional. The sample selected should contain ‘rious 


in the sarne proportion in which they appear in the whole ior. 
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For example in a college there are 500 boys and 300 girls are studying. We 
select samle to study about the brand choice of pen. Boys and girls in that 
sample should be in the ratio of 5:3. 


4. It must be adequate larger the sample more than will be the accuracy. 
5. It should be possible to measure or estimate the sampling error. 


6. There should be unbiased selection of sample. 


5.5. STEPS IN SAMPLING OR PROCESS IN SAMPLING: 








The sampling process consists of seven sequential steps as listed below: 
1. Defining the universe: 


Definition of the universe is determined by the objectives of the study. The 
copulation is defined in terms of a)element b)units c) extent and d) time. For ex- 
ample, study of customer’s behaviour in a bank, the population will be the number 
of account holders on a particular date in that bank. 


2. Specifying sampling frame: 


A frame is a list of the population. It consists of names and addresses. The 
various elements of population or universe are represented in the list or map or 
directory. For example to conduct a telephone interview, in a particular area, a list of 
subscribers of telephone in that area are taken from the directory. 


3. Selection of sample design: 


The next step will be the selection of sampling methods. The sampling may 
be probability sampling or non probability sampling. The choice of the method d2- 
pends on the nature of the problem length of questionnaire, size of sample, degree of 
accuracy, sources of time and money etc. 


4. Determining the sample size: 


The next process will be determing the number of samples to be studied 
from the universe. While determining the size, the law of inertia of larger number i.e. 
larger the samples greater the accuracy, should be remembered. However, the other 
factors affecting the size are the availability of respondent, time and money etc. 
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5. Selection of substitute sample units: 
All the units selected for the sample will not participate. Hence this necessiates 


the substitution of sample members for non respondent. 


6. Deciding the sample plan: 
The plan or operational procedure for selecting the sampling umts have to 
be decided. 


7. Actual selection of sample: 


The office and field work necessary for the selection of the sample are 


carried out. 


5.6. TYPES/METHODS OF SAMPLING: 





The various methods or techniques of sampling can be broadly classified 
into two types. 


I. Probability or Random Sampling: 


In probability sampling each unit in the universe has an equal chance of 
being included in the sample. These units are more or less general in character. The 
units are selected at random from the universe. Here the random does not mean 


haphazard. Because they are arranged and predetermined method of selection. So 


= itis called random or equal probability sampling. Sample selected at random are 


_ representative of the universe. The random sampling is further classified into 1) 


Simple or unrestricted random sample 2) Restricted random samp:e. 


1. Simple Random Sample: 


It refers to the technique in which each unit of population has an equal 
chance of being included. Personal bias is eleminated in this method. Because he 
can not exercise his disretion in selection. No factor other than pure chace affect 
the likehood ofan item being included in or execluded from the sample. This method 
is suitable for a small homogeneous population. The sample are obtained by using 
any one of the following methods. 


a) Lottery Method b) Random number method 
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a) Lottery method: 


The process of drawing a lot among the population. Each unit of the universe is 
given a serial number. The numbers are written on lots of paper which are pooled and 
shuffled. Then the required number of lots:are picked up. This method is suitable to 
select small number of lots from a small universe. 


b) Random number method: 


Statisticians have prepared few random number tables for the selection of large 
number of samples from a large universe. Tippetts numbers Kendell and Babrington 
Smit number, F ister and Yate’s numbers are few tables of them. Among them Tippet’s 


numbers are very popular and it consists of 10400 sets of four digit random number. 


This method can be explained with an example. If the investigator wants to 
select 100 names from the universe of 1000 names. Then givé a number from 1 to 
1000 to each person. Turn one page of Tippett’s table and select numbers which are 
less than 1001. Then turn the next page and select numbers. Continue the process til 


the required numbers of samples are selected. 


Mierits: 


I. There is no personal bias. 
2. Simple to understand and select. 
3. Probability theory can be used to measure precision. 


4. Accuracy can easily be assessed because error follow the principle of 


chance. 


Demerits: 


l. Itis tedious when the same size and universe is large. 


2. Restricted Random Sampling: 


Restricted random sampling can be further classified into a) Stralied samoling 


b) Cluster Sampling c) Systematic sampling. 
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5.5. STEPS IN 
SAMPLING OR 
PROCESS IN 
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’ Defining the 
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samp ling frarıe, 
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sample Cesig=., 

4. Determining the 
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5. Selection of 
substitute sample 
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a) Stralified sampling: 


In this method, the population is divided into various strata or division. The 
population is hetrogeneious but the cents within the strata are homogen: dus. Age, 
income, education, caste etc. are some of basis for satisfaction. Samples zre drawn 
from each strata. This method can be divided further into two. 


(i) Proportional stralified samples: 


Under this method, the number of items drawn from each strata is propor- 
tional to the size of the strata in the universe. For example in a study o group of 
consumers, the universe is divided on the basis of age, say between 20-40 years 
and 41 to 60 years. They are in the proportion, for assumption, of 2:1 in the uni- 
verse. Then sample size from each group should be in the ratio or 2:1. 


Gii) Disproportional stralified sample: 


In this sampling plan the number of units in each stralium is not proportional 
to its number in the universe. In the above example the sampie size may be in the 
ratio of 1:1. 


Merits: 


1) It is more representative as it is drawn from each strata and no group is left 
out. - 

2) When the units within the strata are homogeneous, the result wii! be more 
accurate. 


3) Stralified sampie can be more concentrated geographically :.e. the units from 
different data may be selected from one area which reduces time and cost. 


Demerits : 


1. When the units in the strata are not homogeneous, sample will be biased. 
2. Exports skill is required to select sample from each strata t randcm. 


3. If the stralified sample are widely distributed geographically the time and cost 
will increase. 


Th 


Systematic Sampling : 


This method is followed when a complete list of population is available. The 
units in the population are arranged on an-order say, alphabatically (or) chronologi- 
cally (or) geographically and ascending or descending order. Then sample size should 
be decided. Afterwards calculate N/n (N denotes population and n denotes sample 
size). Ifthe population is 1000 and the sample to be selected is 100. Select the first 
item at random using lottery method. Lastly every N/n th unit from the first sample 
Will be included in the sample. 


For example a population of 100 units are given serial number 1 to 100 and 
arranged in ascending order. The sample size is determined-as 20. Then select on 
sample at random say 6. Then find the interest by using N/n = 100/20 = 5. Now 
choose all the fifth unit from the number 6 say 11, 16, 21, 26 etc. 

This method is simple and require less time and work. But it is not represen- 
tative. It is suitable when the population is large. However this method is not suitable 
to the population having hetrogeneous units. 


| C) Cluster and Area sampling: 


It is a survey conducted on a group simultaneously. Clusters (groups) are 
selected on the basis of predetermined strata. The variousunits comprising the popu- 
lation area grouped in clusters and each cluster has an equal chance of being drawn. 
It applied to different unit of study such as products, people and georgraphical area. 


For example for a study of factory in Trichy, factory may be clustered on the basis of ` 


area say, factories in Madurai road, factories in Tanjore road, factories in Chennai 
road etc. This method reduced time and cost. 


Multi-stage or Multi phase sampling: 


This is in fact a development of the principle of cluster sampling. Here sam- 
pling is done at various stages or levels. For example if we want to take 5000 
households as sample from Tamilnadu. First divided in districtwise. Then select few 
districts. Then divide district into several taluks and select few taluks. Then divide 
taluks into several towns and select few towns. From the towns select few houses. 
When the population is very large this method is as follows: 
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II Non-Probability or Non Random Sampling: 


In this sampling method each unit of the population does not Lave equal 
chance of being selected. An estimate of sampling error can not be made. This 
method can further be divided into a) judgement sampling b) convenience sampling 
and Quota sampling. 


a) Judgement or purposive sampling: | 


The sample selection is based on the judgement of the researche:. ‘Thus the 
method of selection is not scientific and haphazard. Units included ia the sample are 
choice of the researcher. For examplé for a study of brank choice of soft drinks by 
students in a college canteen the researcher may include girl students aione in the 


sample. Because in this judgement they use soft drirks more. 
b) Convenience Sampling: 


Under this method the units are selected siecle to the convereince of 
the researcher, such as nearness, easy availability of data etc. Fer example views 
about the film coliected by the J.V.Channel from the audience comming out of the 
theatre. Itis used for pilot study which is being undertaken for getting insight into the 


subject matter of the study. But this method is unscientific and unre:iable. 
c) Quota sampling: - 


Under this method the universe is divided into strata on tke basis of certain 
characteristics. Then the quota is fixed for each stratum in porportion te the size. 
The investigator chooses the units in each strata in a non random: manner. For ex- 
ample, ifa study relate to the impact of advertisement is to be made in an area. On 
the basis ofincome consumers are divided. According to their size, sample size of 
each category is fixed. Now the researcher can choose any ccnsumer according to 


his convenience but from the area concerned. 


5.7 ADVANTAGES OF SAMPLING: 


The advantages of adopting sampling tehnique for collecting data may be 
summarised as follows: 
1. Information is collected from a portion of the universe. Hence it is less 


time and money consuming one. 


2. The results are available very quickly and decisions are taken without 
much delay. 

3. Sampling gives scope for more accurate data. 

4. Since data are collected from a portion of the auniverse, indepth 
collection is possible. 

5. Sampling errors can be assessed mathematically. 


6. Sometimes sampling used to check the accuracy of the census method. 


7. When the universe is large and wide spread geographically, sampling is 
theeasy way to collect information. 


5.8. DISADVANTAGES/LIMITATIONS OF SAMPLING: 





Despite the various advantages of sampling itis not free from the 
limitations. 


1. A sample survey must be carefully planned and executed. Especially in defining 
the universe and selecting the sample care should be exercised. Otherwise it will 
lead to inaccuracy and the result will be misleading. 


2. In the absence of services of experts the sampling survey can not be relied upon.. 


3. When the information is to be collected from each and every unit, a complete 


enumerations survey is necessary. 


4. If the sampling plan is complicated and larger one, it will incur more time and cost. 
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Unit- V 


True - False 


1.A sample is a smaller 
representation of a 
large unit or value. 

True / False 
2.The process of 
drawing a lot among 
the population. 

True / False 
3. This method is 
followed when a 
complete list of 
population is not 
available. 

True / False 
4. The sample selection 
is based on the 
judgement of the ~ 
researcher. 

True / False 

5. Information is 
collected from a 


portion of the universe. 


True / False 
Answer. 
ł. True 2. True 
3. False 4. True 
5. True 


Advantages of sampling, Disadvantages/Limitations of sampling are czalt in de- 


tails in this unit. 





5.11 MODEL QUESTIONS: 


ee eee 





Part-A 


i. Explain the importance of sampling social survey. 


2. Examine the requirements of a good sample. 

3. What is a sample scale? How can it be determ:ned”? 

4. Distinguish between sampling and non sampling error. 

5. Explain the procedure nee in iain randing samyle. 

6. What is the nzcessity wii importalice of sampling in Mauke iag Re : earch’ 


Part -B 


1. Discuss thé relative merits of cencus and sampling methods of 
collectingdata for marketing research. 

What is random sample? Discuss briefly its varicus types ? 

In determing sample size what factors must an analyst cousider? 
What is stratified sampling. State its merits and demerits? 

What steps are essential in determining the sample size ir. a rese- 7ch 


ee 


project. 
6. What are ine advantages of stratlified random sampling o ver sir “le 


random sampling? 
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STRUCTURE 

6.0 Introduction 

6.1 Unit Objectives 

6.2 Preparing Raw Data 

6.3 Editing u 

6.4 Cording of Data 

6.5 Types ofcategorisationof Data `> 
6.6 Unsing Summary Statistics - Tabulation 
6.7 Analysis and Interpretation of Data 
6.8 Key Terms 

6.9 Summary 

6.10 Model Questions 





6.0 INTRODUCTION | B 
ee 


Raw data collected are not useful, it they are not tabulated. It must be pro- 


cessed systematically because it may be collected hastily. They must be made ready 


for analysis. This involves tabulation of co lected data. eke | Ey 
Se Re 
6.1 UNIT OBJECT IVES ; 


After reading this unit you should be able to understand 


i Preparing Raw Data 

* Editing 

j Cording of Data 

i Types of categorisation of Dat. 

* - Unsing Summary Statistics - Tabulation 
* Analysis and Interpretation of Data 
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|- 6.2. PREPARING RAW DATA 


The primary data which have been collected by survey rece or 
observations by the field investigations are called raw data. Raw data collected are 
not useful, if they are not processed systematically. Because data may be collected 
by the field worker hastily and unsystematically. These data are in crude form and 
are not ready for «nalysis. Now the researcher has to process the data to bring it 
mto usuable form. The process involves editing, coding and tabulating. 


de 


6.3. EDITING 





Data collected by the field worker may be inadequate. Field rspondents’ 
answers may be irrelevant and coherent. So such data are to be weeded out. Here 
that process is done through coding. Coding refers to inspecting, correcting and 
modifying the collected data. The chief objective of editing is to detect possible 
errors and irregularities. The task of editing 1s a highly specialised one and reserves 


great care and attention. 


a) Considerations needed in editing primary data needs the following con- 


siderations. 
i) Editing for completeness: 


The editor should ensure that each schedule or questionnaire is complete in 
all respects i.e. each question is answered, especially vital questions. If they are not 
filled up the interviewer should contact the respondent anc collect the information. If 


it can not be collected the entire respondent should be dropped from the sample. 
ii) Editing for consistency: 


The answers to the questions should not be contradictory in nature. If there 
is any contradiction that should be clarified and corrected. For exampie for the 
question “Are you married” the answer is ‘No’ then in another question 2s to num- 
ber of children if the answer is two or three then the answers are con~-adi CLOry 
which should be clarified. 


ii) Editing for accuracy: 


The reliability of conciuvsion depends basically on the correctness of 
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nformation. Hence the editor should ensure the accuracy of information in all r2- 
spects. Ifthe i inaccuracy is due to arithmatical errors, it can easily be detected and 
sorrected. However if the information is false, it is difficult to verify. 


v) Editing for homogeneity: 
Interpretation of information is useful ifthe information are homogenous. Ifit 
is not homogeneous it should be made homogeneous. For example sales data may 
be of monthly sales, weekly sales or annual sales. It can be made homogeneous by 


converting monthly and weekly sales figures imo annual sales figure. 
b) Stages in editing: 

Editing of data are carried out in two stages. 

1) Field Editing ii) Office Editing 
i) Field Editing: - 

It is important in the case of field editing. Gepefaily the interviewer can not 
fill up all the quiestions during the interview and wistead rake notes and fill the ques- 
tionnaire later. He reviews, corrects and make answers more specific on the ques- 
tionnaire. it is known as field editing... ~~ 4 
ii) Office Editing: N 

It ttakes place when all forms of schedule have been completed and returneu 
to the office. All the schedules or mail questionnaire are pooled at a central place 
say at office. Then editing is carried out. Generally it is done in the cagg‘o1 mail - 
questionnaires. 

c) Problems in editing: 
i) Fictitious: © 

- -In personal intérview and telephone survey the interviewer may fill up the 
questionnaire without conducting interview. It can be detected by checking the 
inconsistencies and uniformity. This fraud can be minimised or eliminated by-cross 
checking. 


ii) Inconsistencies or contractions: 


There may be inconsistencies in the zaswef given by the respondents by 


interviewer by mistake. For example in the questionnaire for a question regarding 
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‘children the answer may be no children. Later in another question they would have 


given likes and dislikes of their children. It may obviously be taken that the first 
answer was so written by a mistake of the interviewer. 


iii) legal responses: 


The respondent’s, who filled the questionnaire, handwriting may be not leg- 
ible. In such case the editor has to interpret the answer from the questionnaire. 
Sometime the interviewer may wrongly enter the correct answer given by the re- 
spondent. In such case the editor has to adjust the data himself. 
iv) Incomplete answer: | | 


| ( 
Sometimes a respondent may unable to answer or reluctant to answer a 
\ 
question but answer some other relevant questions. In such case the editor has to 


fill up the incomplete questions from the answers of other questions. 





6.4 CODING OF DATA: 





Coding refers to assigning numbers or other symbols to each answer or 
placing them in categories to prepare data for tabulation. Thus coding is the pro- 
cess/operation by which data/responses are organised into classes/categories and 
numerals or symbols are given to each item according to the class in which it falls. 
Thus it involves two o ion a) deciding the categories to be used and b) allocat- 
ing individual answers to them. The categories designed should accommodate all 
relevant data in any one category. 

When computers are to be used for the tabulation, it is necessary to replace 
the answers given on the returned printed questionnaires with code numbers that 
can be transferred to punch cards. Even for hand tabulation it is usually better to 
code the replies rather than maintaining the answers in their original survey form. 
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An Illusu ation of coding is described below: 


Tonen Variable Response Codes 
number mie Categories 


Male 
te Female 
2 | “Age Actual age 
of respondent 


ar | Religion ` Hindu 
Muslim 

' Christian 
Sikhism 


Jainism 





a) Categorisation of data: 

Categorisation or classification is the piocess of grouping the statistical data 
under various understandable homogeneous groups for the purpose of convenient 
interpretation. Data are grouped according to their similarity. A good categorisation 
should have the characteristics of clarity, homogeneity equality of scale purposeful- 


ness and accuracy. 





65 TYPES OF CATEGORISATION OF DATA: 
a ene ea ee ene eR i eRe re eT 
Data can be grouped or categorised on the following basis: 


i) Categorisation on periodical basis: 

Data relevant to particular time is put under one category. For example with 
regard to the sales of product from various centres in two periods say 2000 and 
2001 are classified into two sales in the year 2000 and sales in the year 2001. 

ii) Categorisation on geographical basis: 

In this type the groups are grouped on the basis of places. For example 
sales in Madras branch and the sales in Delhi branch. 
a) Rules for coding: 


The following are the importantguideline to be borne in mind with coding 
questionnaires. 
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i) One code should be specific to only one kind of information so that a given 


response filis in anyone category. 


ii) The categorisation made should be exhaustive of the data mutually exclusive 
and undimensional so that al! response could be classified in ore or other 


categories. 
iii) Give code number for each question and each response. 
iv) Separate category should be created for recording ‘nom response’ and “no 
knowledge’ responses. 


v} Inter - coder. and intra -.coder agreement tests should be conducted through- 
out the entire coding process to check its reliability. 


b) Key punching, sorting and counting: 

The data are ready for analysis after editing and coding is over. Now the 
data are in the interview schedule or in questionnaire. As a next steps the “esponses 
are to be transferred to cards. The process of transferring information from an 
interview schedule or questionnaire to card is called ‘Transcription’. “nus tran- 
scription means pusting data from the questionnaire or schedule 0:1 an intermediary 
materials in a summarised form. 

After transcription of data, the cards are scrted and counted fcr analysis 
purpose. There are several types of cards are used. The type of ca: d used is 
determined by the mode of data processing. The major mode of data processing 
are hand machine and computer. Ifthe sample size is small, the number o- variables 
few and computation is simple manual processing is successul and =ficier.!., But the 
increase tn size of f sample, the number of variable and the coreplexity of computa- 


tion machine and computer processing become necessary. 


Card used in manual counting and manual sort’ ng 
i) Card Sort and count method: . 


in this type, a thick card with columns printed on the edge i is use for each 
questionnaire/sc?) yodule. Each question has a number. Bach question variable is 
given anumber. Enter the code number or value of the responss in the concerned 
column. Approximately 40 columns can be printed in a card and one cë enter 80 
' enses on Po sides. 


Strip Me. 


- Long strip of one inch width is used in this method. Each strip has 16Q 
mns printed on each side. Thus responses relating to 320 items can be re- 


din one strip. The strip can be folded and made easy for handling. 





ISING SUMMARY STATISTICS - TABULATION: 





summarization of result in the form of statistical table is called tabulation. 

cess of tabulation involves combing and totalling of the collected data. 

ation is a means of recording classification in a compact form in such a way as 
itate comparisons and show the involved relations. It is an orderly arrange- 
‘data in columns and rows. In tabulations data are arranged in the forms of 

‘or facilitating the statistical and mathematical operations. The purpose of a 
.avle is to simplify the presentation and to facilitate comparision. Quantitative analy- 
sis of the social and economic situations are usually more convincing than the 


qualitative approach and are capable of comparison with the findings of other 
‘studies. 
a) Rules for Preparing Statistical Tables: 
À 1) The table should be precise and easy to understand. 
ìi) table should have a title. Title should descibe contents of table briefly and 


clearly. The unit of measurement and the year to which the figures relate 
should also be given after the tilte. 


iii) Each table should be numbered to facilitate reference. 


iv) The headlines are oftwo kinds. Headings on the top ofthe column are called 


,_ captions and on the line are called ‘stub’. 


v) Items should be arranged either in alphabetical chronological or geoglraphical 


~ order or according to size importance emphasis or casual relationship to fa- 
cilitate comparison. 


vi) Column and rows to be compared with one another should be brought to- 
gether. 


vii) Columns may be numbered to facilitate comparison. 
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6.5 TYPES OF 
CATEGORISATION 
OFDATA: 


i) Categorisation on 
periodical basis, 

ii) Categorisation on 
geographical basis: 
a) Rules for coding, 


b) Key punching, 
sorting and counting, 
Card used in manual 
counting and manual 
sorting: 

i) Card Sort and count 
method, 

ti) Strip Method 


_ 


viii) Totals can be placed either at the top or at the botiom of the column. 


ix) Pay explanatory foot notes concerning the table itself are given reference 
symbols an: are placed directly beneath the table. Sources of tke data are 
given below the table. 


b) Types of Tables: 


On the basis of construction tables have been classified as follows. Table 


are classified on the basis of number of characteristics or variable studied. 


i) Simple tables or one way table: 


Ina simple table only one characteristics or variable is shown. Hence thi 
table is called one way table. Example of such tabulations are the classification o 
states on the basis of population, distribution of student on the basis of subjects o 


community or degree studied or sex etc. An example of such rabie is as follows: 


Grouping of students on the basis of their degree 





ii) Complex table: 


It can further be divided into two (1) Bivariable table (2) Multi variab! 
table. 


i) Bivariable Table 


Table representing two variable or characteristics are called bivariable table 
Following is the example of bivariable table. 
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No.of students 


Female 





Here two variables degree and the sex of the students are shown. . 


ii) Multivariable table: 
When more than two variables or qualities are shown i in a table it is called 


multivariable table. 


(SNo| Degree | ——=——Nowf students 
eee ee feel 






Source: College records. 


Here three variables namely course, sex and community of the students are 


shown in this multivariable table. 


-= c) Methods of tabulation: 
Methods of tabulation are classified into two. 


a) Manual Tabulation: 


When only a small survey using a small number of questronnaire is involved 
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6.6 USING SUM- 
MARY STATISTICS - 
TABULATION: 

a) Rules for Preparing 
Statistical Tables, 

b) Types of Tables: 

i) Simple tables or 

one way table, 

11) Complex table: 

(1) Bivariable table 

(2) Multi variable table 
c) Methods of 
tabulation: 

a} Manual Tabulation, 
b) Mechanical 
Tabulation/Electronic 
Data Processing 


the answer can be recorded manually in a central record sheet. “ven waen large 
sample are involved but less complex statistical technique are used tie manual 


tabulation. 


b) Mechanical Tabulation/Electronic Data Processing: 


When large number of samples are involved and statistica! sechn: ques usec 
are complex, this method is used. Electronic Data Processing Method is the most 
advanced mechanical! methods for tabulating data. Because computer a_2 capable 
of making thousands of calculations within fracticn of a second. it ca: use very 


complex statistical techniques easily. 


Depending upon the number of samples, statistical techniques used, one 


has to choose a method since each method has its own merits and demerits. 


a el ET I Eadie 


6.7 ANALYSIS AND INTERPRETATION OF DATA: 


a mama i 





The data which are processed with the help of editing coding and ‘abulating 
activities are ready for analysis and interpretation. The analysis and interpretation 
required maximum skills on the part of the researcher. The manner in which data 
can be analysed depends to a great extent upon the measurement and sampling 
procedure followed in their collection. Depending upon the twc components the 


analysis of all collected data can be either statistical or non-statist:cal. 


Analysis is the process of placing the data in an ordered form combining 
them with the existing information and extracting meaning from them. Raw data 
does notgive meaningful information. Analysis of data is to be made with reference 
to the purpose of the study and its possible bearing on the scientific enquiry. Analy- 
sis precedes interpretation, Under statistical analysis averages, measures of disper- 


sion correlation coefficient are used. 


Iterpretation is the process of relating various bits of new information to 
other existing information. Interpretation is drawing conclusions fror the gathered 
data in a study. Aftér presenting the factual position the researcher must give him 


opinion based on the facts or forms of relationship that exist between variables. 
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6.8 KEY TERMS 





Æ Editing 
+ Tabulation l 
i Salient 
- Hastily 


6.9 SUMMARY 


Preparing Raw Data, Editing, Cording of Data, Types of categorisation 
of Data, Unsing Summary Statistics - Tabulation, Analysis and Interpreta- 
tion of Data are dealt in details in this unit. 


6.10 MODEL QUESTIONS: 





Part-A 
1. What is editing? Why it is necessary? 
2. What are the various kinds of table? 
3. Explain the various methods of classification. a 
4. Explain adiing and describe its procedure. 
Part - B 
1. What is transcription? What are the various types of cards used for it? 
2. What is tabulation? Describe the ain for preparing statistical table. 


3. What are salient features of an ideal table used for presenting statistical 
data? - 


4. Define tabulation. How itis useful in condensing the given data? 


5. What is meant by statistical table. State clearly the essential ofa good table? 


Si 


NOTES 


Unit- VI 
True/False 
1. The primary data 
which have been 
collected by survey 
experiments or 
observations. 
True/False 
2. Coding refers to 
assigning numbers 
or other symbolks tc 
each answer cr 
placing them in 
caiegories to 
prepare data for 
tabulation. 
True/False 
3. Dat relevant to 
particular time is put 
under one category. 
True/False 
4. Summarization 
results in the form of 
under one category. 
True/False 
5. When only a 
sinali survey using a 
sinall number of 
questionnaire is 
involved the answer 
can be recorded 
manually on a 
central recorc sheet. 
True/False 
Answer: 
1.True 2. True 
3.True 4. True 
5. True 


NOTES 





LESSON - 7 


STRUCTURE 


REPORT WRITING 





7.0 Introduction 

7.1 Unit Ob) ectives 

TZ Target audience 

7.3 Types of the Research Repori 
7.4 F ormat of a Research Report 
7.5 Contents of Report 

7.6 Key Terms 

7.7 Sumn2ry 


7.8 Mode! Questions 





7.1 INTRODUCTION: 


canis GSR i ch ee: Aerts, Eas ee et RAED CSR, SEMA, 








Report wrinng is the last phase in the journey ofreseaccth. 1:15 ta 
tion of nay research investigation, a the research worker is obliga ed to 
study on its completion. Only at this stage the researcher assemt les the 
the study draws conciusion and evaluate his own fi dings. researchers 
present his findings in a form which is readity understood and as: e 3Seq, 


validity verified by the evidence produced in support of the concl rions. 


Thus a report is a detatied description of wnz1 has. bee 1 de nzand 
been done wiih re spect to a particular problem. The main purpose of th 
to convey to the interested person the result of the study in su “ci 2t det 
new findings or new methods of analysis can be inc »yrporateci into genei 


knowledge avatiabie in the area. 


A research report +s essenually a scientific document ar.c hem 


clear, accurate and precise. Confusion and ambigu ity must be ca-efull 


LR CE, OE oe EE A ee EE se 


suimins 


enori ni~ 
a 


' 

MISI Se 
24 ‘ 
A Wear C. 


Guard 


against by a researcher. The presentation fact r must be logical and obj ective. 
Repetition should be avoided. 


7.2 TARGET AUDIENCE: 








The purpose of report is not communication with oneself but communica- 
tion with the audience. Hence while preparing the report the researcher should bear 
in mind the type of audience who uses the report because he can decide the 
language, design etc. accordingly. Generally the audiences are classified into three 
a) Layman b) Administrator and C) Technical expert. 


a) Report for layman 


Report for the layman should be lucid, simple, scruplously avoiding 
. distortion, defaults of investigation, jargon and technical terms. It is prepared to 
disseminate the broad facts findings and recommendations. It is also called as 


popular report. 
b) Report for the administrator: 


It is prepared for the Manager, top executives and owner of the organisation. 


It should not be too generall or too technical. The recommendations must be spe~ Le 


cific for the administrator to give effect to findings and suggestions are given more 
importance. 


c) Report for technical expert: 


It is prepared by a researcher or to his team member. Conceptual and 
: analytical frame work and sample design should be adequately explained. The 
report contains the full details of the technical aspects both in sampling methods adn 
subject matter. The facts have to be presented lo gically and swquentially with 
smplicity, clarity and brevity. í 


7.3 TYPES OF THE RESEARCH REPORT: 


Emphasis on communication with an audience demands that one be clear 
about the type of reader for whom a given report is intended. According to the type 
of reader the report can be classified as discussed above. The report can be di- 
vided on the basis of form of report i.e. oral report and written report. 
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NOTE 


NOTES 


7.2 TARGET 
AUDIENCE: 

a) Layman 

b) Administrator and 
C) Technical expert. 


a) Oral Report: 


It is otherwise called verbal report. The researcher report 3.115 fir ‘lings and 


recommendations orally i.e. by having direct conversation with te auc sence say, 


business executive. Itis popular in USA by industries and ;z0ve1nne! 


written report it is a two way process. Since direct discussion is raad : 


audience, it gives a great scope for explaining the finding and discus ing tk 


tions. Itis effective in the case of policy recommenciations. 
b) Written Report: 


Written reports refer to the presentation of report in tlack.indw 
It involves certain procedural and method to prepare the repor:. Writ 
themselves are different types and their planning drafting anc doci ment 
with the types purposes and readers. It is of three types as discussed 


Popular Report b) Report of Executives and c) Technical F.eper:. 





7.4 FORMAT OF A RESEARCH REPORT: 


ee ee. co ‘ 


. Unlike 


with the 


- implica- 


et 


-ite form. 


2n report 


tion vary 


-arlier a) 


A, Lc OS | A I nN te 


The main ingredients of a good report forma: with regard: c awn 
is given as follows. Depending upon the nature of research, audienze, le: 


research etc. the format mas van. 
GENERAL FORMAT OF A REPORT 


I Pre-factory Material or Y he Prehminary 


a) Titie Page 
b} Table of contents 
c) List of tables/graphy ‘diagrammes 


d) Preface or forward 


II Text or contents of the report 


A Introduction 
1) Objectives of the study 


11) Statement of the proclem 


en report 
xth of the 


iii) Conceptual definition 

iv) Time piace and materiai of the survey 
v) Scope of the study 

vi) Hypothes:s 

vii) Limitations of the study 


viii) Methods, tools and techniques empioy ed for collection ¿ f data. 
B Analysis and presentation of the result 


1) Report of facts - nature volume and dimension. 
li) Statistical analysis of data. 
11) Interpretation, generalisation and conclusions. 


iv) Summary of findings and recommendations 


H; Reference Material 
1) Appendices - questionnaires, schedules etc. 
11) Bibliography 
iii) Index 
iv) Glossary of terms. 





7.5 CONTENTS OF REPORT: 





VEA, at ORE OR I A, ae er, 


The contents ofa report differ according to the type of target audience. The 
report should focus on the target audience and conclude the material sf interest to 
them. The material that would not be appropiate for them can also be Separated 
from teh text and incorporated in the foot notes or appendix. Generally the follow- 


ing are the contents of a report. 


aoe 


1) Title Page: 


~ 


ihe “rst page of the report is the title page. Ít exhibits the title of the r=- 
search project, tre name of the researcher, the name of hte supervisor, sponsoring 


agency (name of the business concern) date of presentation of the report and the 
place. 


95 


A Ty A ETSE AA e D E) A T GT AEAEE EE e RE AEE E TE 5) AAA ET A AE N E A EE DD be VEE De eE, E Se CIT a 
7 EA te 20 EET P pea DE VE asf f AERE E E RRS FREE Ms ES a SRST ee 

a RPE PE E EEP EE ea OPE E 2 Se A TEE OS re PASE, EE A PESEE A 

PE Oe SEG O eee EE oe Sd Eee 


NOTE 


NOTES | 


‘7.4 FORMAT OFA 


RESEARCH 
REPORT: 
GENERAL FOR- 
MAT OFA RE- 
PORT: 

I Pre-factory 
Material or The 
Preliminary, 

If Text or contents 
of the report, 

A Introduction 

B Analysis and 
presentation of the 
result 

Itt Reference 
Material 


2) Preface: 


Preface gives general introduction to the project andisingportar e. ft may 
brief the background, scope purpose general nature of the researc 1 upon . vhich the 
report is based and acknowledgements. in acknow!edgemeri. th: -esea +h thanks 


the persons, institutions etc. who helped him in the :eseerch. 
3) Contents 


a) the chapter sections and other headings used in the reg ortanc he pages 
on which each of them is found, are listed. M 

b) The number of tables presented in the report anci the page 1 amber of 
each table. | 

c) The list of charts, diagrames, graphs presented in the repo: : with the 


page number in which they are appearing. 
4) Introduction 


The researcher introduces the subject and topic ofresearck. The ntroduc: 
tion will include few pages of historical development or orientation ofthe -ubject. F 


gives background of the problem and the importance of the prob em. 
5) Review of literature 


A review of earlier researches done in relation to the research »roject is 
given. The research gap is determined and need of study is aiso pıt orv ard in the 
section. It also denotes the previous researches don? and its relat.cn to t :2 preser: 


work. 
6) Statemetn of the problem 


Significance and justification for the present study is stat2d here The sig- 
nificance of the problem and its contribution toward: the develop. rento company 


are indicated here. 


7) Objectives of the study: 


It states clearly the airm or purpose of the study. It is the g ide pc :t through 


\ 


which the research is directed. Hypothesis (a tentative solution to problem) are NOTE 


framed on the basis of objectives. 
8) Scope of the study 

It denotes the exact coverage of the study. 
9) Conceptual frame work 


Ifa researcher has a different meaning for a known term, then it is explained 
here. For example a researcher may mean a customer as one who buys frequently 
above Rs.500/- each time. But in general the meaning for that term is different. Like 
that a researcher may coin a new term and give its meaning here to enable the reader 
to understand it. 

10) Methodology 


It deals with the plan of the research i.e. Research Design. 
a) Research ‘Design 


It gives detaiis about the exploratory, explanatory, descriptive or experi- 
mental nature of the research work. 


b) Data collection method 


\ 


The data used, primary or secondary are specified here. A copy of the 
questionnaire or schedule used is enclosed in appendix and its importance is hig 1- 
lighted in this section. 


c) Sampling Plan 


Details regarding method cf sampling size of sample, sample units etc. are 
spectied here. 


d) Field work 


It deals with the details of field work carrie done for administerin 
gquestionnaire or collection of secondary data etc. Not-at-homes, refusal to cooo- 
erate, respondent bias, and interviewer bias are also highlighted which create 


problems in the data collection and subsequently give rise to data collection errors. 
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NOTES 


e) Data analysis and interpretation 
It deais with the various statistical tools used and the re:liat ility of ne instru- 
ments selected or constructed for the analysis of the date. It alsoj astifies ‘he use of 


such tools in this research work. 


f) Limitation 

Various constraints facing the researcher which restrict uun -cr dete. ied analy- 
sis if any is pinpointed. Generally, time and money are the consirar ts to a1 ; searcher. 
Selection of sampie, determination of size of sample may also hwr {es fac ed should T 


be exposed in this section. 
11) Chapterisation 


Preview of the scheme of chapterisation is tae main body ofthe port and 
their inter relationship. / 


12) Results and discussions 


= f | i , . 
It forms tne body of the report. Itis otherwise ca:led asal sis an: . interpre- 
tation. Here results and findings of the study are given end discissed. |. contains 
assortment of tables chart and graph. The study objectives imus: 2e ke in mind 


while presenting results. Hypothesis are tested and the resulis arz prese ted. 
13. Conclus!.uns: 


Conclusions are drawn from the finding of tie report. Ccn-ziusic :1must be 
drawn in order and sequence. It must be unbiasec! ana based cr. fact: The re- 
searcher should ensure that the conclusions are based on tae objectives of the 
body or research questions made. Ifany of the objectives are not fuzfillec, explana- 


tion for non fulfilment should be stated here. 


\ 


i4. Recommendations: 


The! recommentations should be based on the find:ng of ¿he study. 
Suggestions or recommendation can follow the conclusion imrnec iately « - they can 
be given separately. The suggestion offered must be valid and »ract able for 


implernentation. The oritical! and sterile suggestions must be «voi ic 
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15. Summary (Abstract): 


A brief summary of the report may be given at the end of the report. in it the 
scope for further research may be highlighted. 


16. Appendices: 


In appendix supportive fact or informations are included. The informations 


which are not directly related to the main repo ` should be included in the appenci- 


ces for those readers who want to go in depth of certain aspects of the eresearch. 


work. Generaily it includes a copy of questionnaire or schedule, covering letter 
used in the study, documents and long explanatory notes to the text, instruction to 


neld workers statistical tests etc. 
17. Bibilography: 


A bibilography means book list i.e. a list of written sources either published 
or unpublished, consulted in the preparation of the report during the course of the 
research. Generally it is given at the end of the research work. It may be arranged 
according to the alphabetical order, chronological order, kinds of the work listed 


etc. 
VI Style of Reporting 


A great care should be taken while writing a report. The report is a comm 3- 
nication process between the researcher and the reader. The report should by clear, 
easy to read and accurate in information and statements. Vagueness generalisation 


and presumptions willmake the report incompete and uninteresting. 


`~ 


According to M.H.Gopal foHowing factor factors infiuence good write-up. 


a) the reader in view 
b) how technical the problem is 


c) the researcher’s hold over his facts and techniques. 
d) the form and fullness of the notes i.e. of hte data and; 


f) foundation 
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The first step in clear presentation is clear thinking. R« port v ` 
reasoning process and without clarity of thought there won’t se clarity 


Only by thinking the researcher developes originality. 


M.H.Goepal. Reszarch Reporting in Social Science. han war: . 


University 1965 P 36 


The second step 1s that the researcher should have ood cory 
language. Inadequacy of command will lead to poor writing. Atihe san 
report should be simple and in lucid style. Coxnplex high souncing, langu: 


ve avoided. The researcher should not use, technical jargon, proverbs 


Thirdly brevity is the essential character ofa good rezort wri’: 
tion and superflousness will obstract the lucidity of the repor: and will i 


with precision and clarity. 


Fourthly, objectivity is an important principle in repcit ur ting. 
and report fortified by facts are required. Repiont gba con vince theri 
the facts. 


Finally visual aids, blue graphs charts, maps and diagram: may t 
rated in relevant pages of the report. Documentation is one of the ma: 
nents. Foot note and bibliography are the refererce to the so uce fr 


ideas, facts adn or`nions are borrowed frorn previo 1s work. 


Generally the report should go manatees three drafts whiclı are di 
the following paragraphs. 


VHI Steps in drafting reports: 


"Tiree steps are involved : in writing a report irrespectiv: >f the 


audience: Fach draft has its own distin guished features. 


a) First draft: ` 


The objective ofthe frst draft is comprehensiveness aid f UIness 


is written rapidly. The first draft should show progress and directioanot 
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volume but also in the facts assimilated and the deduction made from them. The 


body or text is written first and then the introduction. AH the facts of value are 
brought in the first draft. Researcher should read up his notes and try to bring «ll 
rejevant facts to the Graft. Researcher may read up fully thenotes and afterwards 
draft out ofhis memcry or he may outlinethe report and by taking the points from 


the notes. 


~ 


b) Second draft 


Afier completing the first draft the re vision is to be made for writing the 
second drait. Form end language are given importance in the second draft. Itis 
done by considerable trimming pruning and editing. Ideas and sentences have to be 
realigned by writing and forming, so that the report gets clarity order logic units 
coherence and naturainess. Finally at the second draft stage critica! evaluation will 
have to be made of all that has been written facts findings conclusions and recor- 


# 5 


mendations. Language should be used carefully to make the report readable and 


effective. 
€) Third draft 


it concentrates mainly on the finish and fina} touches i.e. on documnetation 
anc polish to make the report weighty, authoritative, convircin g and attractive. 
iocumentation indicates the references to the sources other previous and current 
work and view, additional data and discussion and suggested futher reading on the 


specific problem as handled by the researcher. 


y patient review of the written material improving the draft and by giving 


more thought and effort the write-up could be made effective. Before, iving final 
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touch up to the report it is better to keep the r:anuse ript aside for a while so that it 
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seis cold. The gaps and weakness come to lime’ioh t only after a lapse of time whe 
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the material is carefully re-examined and re-edited. 
VHI Evaluation of Research Report: 


What constitute a good research report is not agreed upon uniformly by 
research advisors and research project report exammninig commitices. However in 


the following aspects are expected and agreed by a mumber of authors in general. 
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NOTES 





A good and concrete criteria to evaluate the research report i: aot at all 
suggested by any one and suggested criterias are not at all accept 21 by a ‘authors. 
However common criteria and requirement for a good repcit accepte by many 


authors are discussed below: 


Title of the research problem is concerned it should be clear, s inple and 
concise. It should enable the reader to understand tae main objective ox the prob- 
lem concerned. Next, the problem chosen shoud be justifie< by its need and rel- 
evance to the business enterprise. it should ensure proper formulation vi hypoth- 
esis and the assumptions, limitations stated are correct. The rept sho. ild ensure 
that the researches have gone through relevant literatures ain previous research 


work before draft.ng the report. 


Research design should satisfy the adequacy of data, sele>tion -f sample 
size, method, right method of collection of data, proper organisation etc. “Moreover 
the various Satistical tool used, and analysis made are satisfactory to tc st the hy- 
pothesis and draw the final conclusions. Report should also ensurt- -hat th: facts are 
summarised with documentary evidence and in proper forni. The findings 
andconclusion shoudl justify the data presented and analysed. Object: ves 01 t..2 
problem shoud be fulfilled and hypothesis shoudl be tested with resuimec. statistical 
tools. Documentation and suggestions should be made cn the basis of th= findings 
of the study. Moreover the report should ensure that the writing :s preci:i2, simple — 


and direct and hezdings, foot notes, quotations are used properly. 
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7.6 KEY TERMS 








. Precaution 
zs . Components 
K 
i Factors 
fi Formulation | 
ne eens ee Te 
7.7 SUMMARY i 





Target audience, Types ofthe Research Report, Format of a Research 
Report, Contents of Report are dealt in details in this unit. 
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7.8 MODEL QUESTIONS: 





Part-A 
1. What are the main components of a research report? 
2. What are essential features of a good research report? 
3. What are the principles of report writing? 
~ What are precaution to be borne in mind while preparing a report? 


Part- B 


1. Descrite the chief features of a good research report. 


/ 


. . © ; ae . o 
2. Explain the different stages involved in the presentation of a research report. 


3. Describe the essential features of a research report. = 


4. What is aresearch report? What factors influence its formulation? 
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8.0 Introduction 

8.1 Unit Objectives 

8.2 Meaning of Product 'Research' 
8.3 Definition of Product 

8.4 Product Planning 

8.5 New Product Research 

8.6 Product Life Cycle Research 
8.7 Key Terms 


8.8 Summary 
8.9 Model Questions 


İM Ce AS TE e + Tein, Maina S 


8.0 INTRODUCTION 


S a eR CE I et 


In the competitive business world, some products fail miserably v ule some 
other products get tremendous success. Every cornpany spends nand: omely on _ 
promotion and they also involve in competitive pricirg policies. Bat sills me com- 
pany can not get their product accepted adn they have also failed to create a -avourable 
image about their product. Some products with equal or higher cvality nan com- 
peting products nay also fail. Then what is the reason for suct failur=. It is the 
product planning which makes the major difference if ali other things are kept con- 
stant. 


8.1 UNIT OBJECTIVES a 


TO TT. A SS NE i ky 


After reading this unit you should be able to understand - 


= Meaning of Product 'Research' 
‘i Definition of Product 

= Product Planning 

ü New Product Research 

t Product Life Cycle Research 
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8.2 MEANING OF PRODUCT ‘RESEARCH’ 





The term product research deals with the problem facing the product 
planning. These problems may include new product development, modification of 
the existing products, Immitating: Competitors’ products, forumulating and imple- 
menting prduct life cycle strategies, designing and evaluating packaging and brand- 
ing strategies after sales-service and other product planning aspects. | 


Product research encompasses various areas of product mix, price, pr- 
motional aspects and product in the buyer’s miad, distrubution channels and distii- 
bution system and attitude of consumers towards the product. In short product 
research consists of three researches namely new product research, product life 
cycle research and product mix research. Before going for discussion further the 


definitions of various concepts are to be understood. They are as follows: 


Product 
In general product is any object which has an identifiable physical existence. 


Each product has some physical or chemical properties. In modern marketing the 
term includes more than physical goods. The product also include intangible ser- 


vices. Product is a complex concept that has t^ be defined carefully. 





8.3 DEFINITION OF PRODUCT 





W. Anderson! 


“A product should be considered as a bundle of utilities consisting of vario:1s 


product features and accompanying. Serivces”. 


Philip Kotler: 


“A product is anything that can be offered to a market for attention, 
acquistion, use or consumption that might satisfy a want or need. It includes physi- 
cal objectives, services, persons, place, organisations and ideas”. 

Willliam J.Standon: 


A product is a set of intangible attributes including packaging, colour, price 
manufacturer’s prestige, retailers prestige manufacturer’s and retailers service which 


the buyer may accept as offering. 
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8.4 PRODUCT PLANNING: 


teman i A Vo a! t 





Product planning is the starting point of the overall marketing oro; amme of 
a firm. It is concern with the decisions rrelated to the nature ¿rd ott -r related 
aspects of the products produced. It includes the following branding, f uckaging, 
labelling after sale service, product life cycle, launch-ng a new pro tuct, sy stems etc. 
selling etc. 


Definition of product planning: 


Karl H.Tcetjen: Product planning is the “act ofmarking o.t ands >ervising 
the research, screening development and commerczalisation of rew prc .lucts, the 


modification of existing lines and the discontinuance of marginal or prcfita .¢ stems”. 


fi. 


© 


Three important considerations are understc od frorn thes: Jefin — 
e Development and introduction of new product. 
e Modification of existing product lines to suit the changing consu! “er needs. 


e Discontinuance or elimination of unprofitable products. 
Product Development: 


Product development and product planning are often usec taterc]_ingeably. 
But they are differing each other. Product planning is wider in -ts scope ar : includes 
- product development alse. Product development is concerned with the technical 


activities of product research of product research ergineering and desig .. 


Scope of product pianning and development: 


William J.Standem has stated the combined schope of produc’ planning, 


and product development includes matching decisions in the following a: ea. 


@ Make or buy decision. 
+ Number of items to be marketed. 
@ New uses of each product. 


@ Branding, packaging of the product. 
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¢ Attributes such as, colour, size, style ci the product. 
+ Quantum of production. 


@ Pricing of the product. 


Thus the product planning covers wide area. 





8.5 NEW PRODUCT RESERACH: 





The new product research is becoming increasingly significant because a 
huge amount is being increased in developing the new products. Moreover the new 
products are failing raptidly due to various reasons. At the same time the successful 
new product development is becoming increasingly hard to achieve. There are 
various barriers in the introduction of new product. They are, fragmented markets, 
growing social and governmental constraints, costliness of new product develop- 
ment process, high rate of product failure and shorter life of span of successful 
products. Hence a new product development requires careful planning and imple- 
mentation with adequate research information. A sound organisational arrangement 


for new product research is essential. 


1) Need for new products: 


On account of the follwing needs, pro.tuction of new product become es- 


sential to a business concern. 
a) Increased consumer selectivity: 


In today’s competitive world consumer is the king. Hence the rule of the 
survival of the fittest prevails. Product which caters tó needs and wants of the 
consumer alone will get success. In recent years consumers become more selective 
in their choice of products. They are not satisfied with mere modification or imita- 


tion of another product. They expecta something more than that. 


b) Product life cycle: 


Each product has a life cycle and cross the stages of introduction growth 
maturity and decline. So when a product reaches the stages of declining it should 


be abandones and replaced by a new product. 
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NOTES c) Product is a basic Profit determinant: 


New products generally increase the volume of turnover and con sequently 
the volume of profit. Profit is higher at the introduction and maturity stage ofa 
product. Afterwards it will grow at decreasing ratz. Hence by introducing new 


product a business can maintain profit. 
d) Resources and environmental consideration: 


_ Natural resources which constitute the basic raw material for pr -ducts are 
very much limited. Hence production of the product can not be carried out for long 
period as its material may exhaust in the years to come. Hence alternativ : products 
using some other materials are to be introduced. For example scarcity of petrol, 


necessiated the invention of solar engery system and electrica} products <tc. 


2) Meaning of new product: 


Any product that consumers treat as an addition to the cvailab :: choices 
could be considered a new product. But from an enterprise point of iew new 
products are those products that are new to the enterprise and ‘nchies rn. ior modi- 
fication of an existing product, imitation of competitor product, pr duct <. quisition 
or innovative original products. According to Birn, Robin new frocuct develop- 


ment can be carried out in one of the following ways. 


a) New product features can be developed by adapting modif ing mi ximising, 
minimising substituting, rearranging or combining the exist ng fe itures ofa 


product. 


b) Different qr -lity versons of the existing product can be clev2loped 3:0 that the 


needs of different market can be met. a 


c) Additional models and sizes of the existing product can be breught out. 


According to William J.Standon, consume:s are the ulti rate a thority to 


decide the product is new or not. He categorised a new product as follows. 


a) Products that are really innovative: when existing product does not satisfy the 
needs and wants of the consumers,new produc’s are innovated. Fo: example 


invention of Television, Video Cassette recorder, electric oven etc. 
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b) Products that are significantly different from the existing product. For example a 


changes in dress model, Boost replacing coffee etc. 


c) Imitative products: They are new to the enterprise but exist already in the 
market i.e. the company introduces the product to get a share in the market 


already existing., Glucose etc. are already in the market. 


Thus a product is said to be a new product when the consumer considers it 
as new even if it not an innovation and just an imitation or modification of an existing 


product. 


3) Stages in the new product development process: 


cess unforeseen situation may arise which may force the company to abandon its 
project mid-way. Before venturing into a new product development project one 
has to collect full information about the market and product opportunities. The 
product development program varies among organisations. However most firms 
employ logicai and sequential process as described below. Itis desirable to pro- 


ceed step by step in this process. 


| 
New product development is an extremely difficuit and time consuming pr3- — ~ 
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PRODUCT DEVELOPMENT PROCESS 






Product Development 
Objectives 
Y 


| _ Idea Generation a 


Ņ 


| Screening | 


~~ 


Ww 


Technical Feasibility 





analysis 
vy 


| Product Testing | - 


$ 


| Profitability analysis | 


yy 


| Test Marketing | 


Y 


| Market Introduction | 


a) Idea Generation: 


Based on the new product development objectives ideas are rec red fre 
the sources of customer, company, salesmen, dealers, scierist competitors, tc 
management, industrial consultants, advertising agencies, marketing researc 
forum industrial publication, universities an d commercial ‘abc ratorie-. The ob 
jective may be of 1) new ideas for products b) new atrributes for existir u product 


and c) new uses of existing products. 


` New product suggestion may come from Research ar €. Dev -lopment 


- Perscanel, who provides on the basis of new technology cev2ioped by them. 
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Production personnel may suggest modification of existing product based on 
alternative production processes. Marketing personne! suggests on the basis of 
information from consumers through their examination of new market segments, 
competitive products or buyer usage pattern. 


The enterprise should develop New product concept. The product coa- 
cept is simply a definition of the product idea which clearly states the particular 
benefit to be provided or the attributes of the product or both. In developing the 
concept the management accruately assess the needs of buyers - preferably ona 
segment by segment basis. 


An enterprise may adopt several methods to generate new ideas. The 
methods are as follows: 


i) Attribute listing: 


Major attributes of an existing product are listed. Then the attributes that 


can be modified to improve the product are analysed. 
ii) Forced relationship 


This technique involves listing of several objects and then trying to find how 
each object can be combined with the other objects. For example combining ofa 
bed and a sofa set - fulfill the needs of Savings of space. 


iii) Problem analysis: 


Here the problems faced by the consumers in using the product are found 
and modifications are made accordingly. 


iv) Brain storming: 


In this techniques few consumers are selected and group discussions are 
made with a view to generate number of new ideas. 


v) Synetics: 


Here, instead of defining the problem specifically as it is in brain storming it 
s defined broads and discussions are made. The participants have no idea of the 
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specific problem. They give their view points and as more ard mor: facts are 


gradually interjected their discussion tend to move towards specilicity. 


b) Idea Screening: 


All new ideas can notbe converted into prod.icts as it requir2s hei. vy capital 
investmet.They are screened and worthless ideas are drop pec at this stage. A 
concept may be considered marketable but problem may aris2 in sroduc .on sides. 
Generally, availabi'ity of resources such as raw material, labour, equ.pmet~. distribu- 
tion, channel fince etc. relation to present product ine, effect on sales f present 
product, merchandisability, resistance to cyclical and seasonal fluctuations , expected | 


competitions are the factors considered while evaluating arid dropping c ideas. 
c) Concept Testing: 


After screening of ideas the remaining ideas are developed into c :ncepts of 
the products. The purpose of this testing is to deve.op a more refined e xwimate of 
market acceptance for the new product concept or to compare ccmpetir t; concept 


to determine therr ost appealing one. 


Concept testing is designed to obtain the reactions of potea ial bi -verto one © 
or more hypothetical product concepts. Product seatures and benefi:s are pre- 
sented in verbal form or explained through visual aids. Porent:al users are then > 
interviewed to obtain comments about the merits and demerits of each c »ncepts or 


asked to rate the product tn various ways. 


d) Technical feasibility: : 
After concept testing one or very few concepts will usually be founc: worthful. 
Technical feasibility analysis is the process of determ:niny the te. nnical re- 
quirements for designing and producing concept. “he availability of te zhnology, 
and the time and cost required for development of the product wil. be cor:::idered at 


this point. 
e) Product Testing: 


Product test is conducted after prototype product has been dev =loped. 
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Product testing involves almost the sar:1e process used in concept develop- 
ment and testing. The objective of product testing is to ascertain the market re- 
sponse to the proposed product so that the management can decide whether the 
product or not the product should be carried forward. Concept testirg involves the 
trial use of the product by a group of potential buyer whereas product test attempts 
to measure Only the initial:interest in the proposed product. Some usage tests may 
be conducted to know respondents view as to his buying when the product is ava‘l- 
able in the market usage test may also be conducted to ensure that the consumer 
actually use the new product and their views are free from bias. A well estabished 


concern conduct the test without disclosing their brand name. 
f) Profitability Analysis: 


The next step is the profitbility analysis. The profitability of the newe product 
if the ventura is taken are analysed here.Profitability analysis of new product will be 


a complex one due to the following four reasons: 


a) Sales forecast are inherently more uncertain for new products. Anyhow a rough 


estimation of sale can be made. 


b) Pattern of sales and costs for a new product will vary by a greater extent. Cost 


of marketing is higher and sales will be low during introduction stage. 


c) When the new product is a substitute for existing product or share the market of 


existing product the incremental effect cost and profit should be evaluated. 


d) Cost of additional investment required for producing the new product should 
also be considered. 


In order to find the profitability and cost of the product various techniques 


hike, net present value, pay back znethod etc. are used in general. 


g) Test marketing: 


In the test marketing a concern offers a product for sales in a limited 
geographic area that is as representative as possible of the total market in which the 
product will eventually be sold. Rober Feber has defined test marketing as follows: 


113 


WOTE*. 


NOTES “Test marketing is a controlled experiment, done in a limited bu: carefully 


selected part of the market place. whose aim is to predict the sale or prc..1t conse- 
quences, either in absolute or in relative term, of one or more oroposed marketing 
actions. It is essentially the use of the market place as a laboratory and -fa direct 
sales measurement which differetiates thsi test from other types of -tarket -esearch”. 
In test marketing pertinent information regarding buyer survey. cftect'veness of 
advertising promotor, point of sale material, cost, distribution problei, storage 
problem, average purchase of consumer etc. should be systematically coliected and 
analysed and conclusion should be drawn. The fina: discussion as the 
commercialisation of the product or dropping of the product is to ve taken after test 
marketing. 


h) Commercialisation: (Market introduction) 


A number of key decisions are necessary to the developrnent of a product 


entry plan. They are as follows: 


i) Timing of the introduction should be carefully evaluated. In case ci seasonal 
product it is better to introduce during peak season to ge: better sales and 


reduce. higher cost of introduction. 


ii) Along with the introduction other programmes like, pricing, promotion, ad- 
vertising, selling and distribution activities etc. are to be developed and co- 
ordinated. 


Scheduling of commercialisation activities should be arzanged properly. 
Advanced technique like critical path method (CPM can be used for this purpose). 


A successful introduction of new product depends on the hendling and using 
of research information. In nutshell it can be said that the new product iniroduction 


is a game of information handling. 


8.6 PRODUCT LIFE CYCLE RESEARCH 





ee 


Marketing research plays an important role by collecting and <nalysing 
information for handling of the existing products efficiently, to the maximum extent. - 


It is done by investigating into the various product life cycle siage. 
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Products iike men are mortal. They flourtsh for a time then decline and die. 
A product is born, grows lustiily attains a dynamic maturity then enters its declining 
years. The life period of products varies wide’. with each other i.e. for some prod- 
uci the life period is short and cfr some othe product it is sufficiently long. 


1) Stages in the product life cycle: 


` 


z 
tfe cycle, pass through different s ages. They are a) 


f 


A product, during its 
introdution b) Growth c) Mavurity and d) decline. Wiliiam J.Stanc on nas speciñed 
K UI 


one more stage known as abandonment. Another stage known assatura ion stage 


a 


is also specified before the declining. 
a) Introduction or Market picneering: 


Introduction stage starts when products are first distribined and made avaii- 
able to the consumers. At this stage, being it is new product consumer hestiate t 
buy and hence the sales volumes are low. Ti here is heavy advertisement and prom- 
tiona! expenses to create the demand. Distribution expenses are also high. Prices 


are fixed to compensate the expenses. Hence the profit is negative cr very low. 


“ ~ . . “eo . 
Atthis juncture, the information on préduct acceptance, product image and 
distribution systems are needed. Jn order to make more informations are collected 


and analysed. 
b) Growth stage or Market Acceptance Stage: 


In growth stage both sales and profit will begin to increase. Promotional 
costs are spread over larger volume of saies. The main problezn in this stage is to 
produce the product in sufficient quantities and market the output with minimum 
delay. Competitor product and substitute produc: will enter into ihe market. Hence 


the promotional and advertisement expenses tend te increase. 


Research effort is made to co'iect information: regarding competitor 
Strategies, thier product attributes markei share, price structure, discounts and 
allowances in pricing policies, distribution i POLICIES J promotional programmes etc. 


The company will take effort ta increase the pradnct acceptance, product image 
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and market share of the product. It has to search for new market s2men 
the quality by adding new attributes expected by the consumers. M areo 
open new distribution channel for providing more exposure to` he pro 
informative advertisement to persuasive advertisement, fix com detitive 
For all the above the concern needs information which is obtained throt 


research arrangement. 


c) Maturity Stag :: 


During this stage competitive becomes more acute. Sales cont 
crease but at a decreasing rate. Therefore the producer sepr.ds mcre ona 
and other promotional activities to retain the market. Necessary c 13r-ges 
made in the maketing mix and product mix. Prices may be red red a 


should be improved to struggle with the competitors. The marketing sta 


through three phases i) growth maturity where sales grow slo wy ti) Stat : 


ration maturity where sales are constant iii) decaying maturity where the 


cling. 


All the modifications in product mix and marketing mi: rec uire hu 
of information to be gathered and analysed about the competitiv2 en 7ircnm 


marketing research gains vital significance at this sta:ze. 
d) Saturation Stage: 


This is period of stability or saturation mavuity. The: sal 2s of tk 


reach the peak level and there is no possibility to increase the sals. 


e) Declining stage: 


Sales began to decline at this stage. The decline in sales may | 


vancement of technology, shift in the taste and preference o consumer 
competition-domestic and foreign. The firm has to decide whethei to dro; 
uct or continue with it. Market research provides invormatior: reg arcling 


products. 


After identifying the weak products the researcher ma tes avs 


information whether the continuation stratgegy concentration st ate gy 
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| strategy will be useful for the firm with regard to the product. [tall depends upon @ to the product. It ali depends upon the PE. 
competitors more. Hence informations on their strategies are to be collected, analysed 
and interpreted. 


f) Abandonment: 


The last stage is abandonment or obsolescence. At this stage there is no 
chance for profitable sales of the products. The product becomes totally out of date. 


Hence the management must drop it from the product line. 


The product life cycle is graphically represented as follows: 
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Introduction Growth Maturity Saturation Decline 


PRODUCT MIX RESEARCH 


Before discussing the product mix research it is essential to understand the 


various terms related to the product mix. 
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a) product mix: 


One major management aspect in product policy is the deca ston c . 


product mix. Product mix refers‘to the collection of products Jez} with 
ness firm. It is one of the elements in the product policy. It is a cor yprehe 
whihc covers the entire product lines and the product items tk e cc mpar 
sale. For example Bajaj ciectrical company produces electrical aplan 
fans, mixer, lamps, etc. Hindustan Lever Limited proc uces varijus catte 


poo etc. 
Definition of product mix: 


American Marketing Association has defined tt as foliow: : 
“Product mix is the composite of products offered ior sa e by 


business”. 
Philip Kotler: 


“Product mix (also called product assortment) is th2 sx ofe 


lines and items that a particular seller offers for sale to buyers”. 
William J.Standan: 


“The product mix is the full list of all product offered f» sale 
pany”. 


b} Product line: 


A product line is a collective term. it refers to a group ofp rocduct 
for essentially similar uses and possing reasonably si nilar physsica char. 
It refers to a group of products that are closely relat2d becau:;2 tk ey sati 
of needs are used together, are sold to the same customer grou 53, are 


through the same type of outlet or fall within given prices changes. 


For exampie Maruthi Company produces Maruthi 300, Mar 
Maruthi Zen, Maruthi Versa etc. 
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c) Product Item: 


Product item means specific version of a product that has a separate desig- 
nation in the seller’s list. It refers to a particula - product. Philip Kotler has defined 
product item as follows: 


“Product item is a distinct unit that is distinguishable by size, price, appeer- 
ance or some other attribute”. / 


For example, Maruthi Zen is a product item. 


Product Mic Strategies: 


Several major product mix strategies are used by manufacturer in marketing 
their products. A change in the product line or product item naturally changes the 
product mix and vice-versa. A manufacturer < -a marketer can not depend on one 
product. He has to deal in a number of models. The number of products handled are 
increased or decreased according to the market situation. In order to regulate and 
direct the changes in the product line well concieved plans are essential. These plaas 
are called product mix strategies. William J.Standon has categorised product mix 
Strategeis into six which are listed as follows: | 


1) Expansion of product mix 
2) Contradiction of product mix 
3) Alteration of existing product 
4) Positioning the product 
5) Trading up and Trading down 
6) Product differentiation and market segmentation 
AH these product mix strategies are planned and designed on the basis of 
information collected and analysed by the research deparament. Strategies chang=2s 
according to the changes in the taste, fashion and preference of consumer which 


requires consumer survey regarding their attitudes etc. Moreover the Strategi> 


adopted by the competitor and producers of substitute products are also to be 
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obtained. Informations regarding the competition products ar d sı Esiitut. products 


are to be collected and analysed for formulating effective product raix st tegy. 


A continous evaluation of package design branding polic es and -fter sales 
service is the essential component of product research. These se uch ac : vities are 
besides the deciding the number of product items in the prociuc: line a d consis- 
tency among lines and product items. Various other product Hne and mix decisions 


are to be investigated. 


Package design must be inconformity with these competi crs or tter than 
compelitors. In package research pretesting and posi testing are condi sted. The 
researcher tests designs colours shapes sites and syr1bols. He. use s assoc ation test 
in selecting a package design frorn a number of available alierratives. cence the 
researcher has to collect analyse and interpret inforr izations 023 designa, œ iours and 


symbols pertaining io packaging. 


Branding policies are also a —_ a espects of product ple uning and 
development. If a brand is sppearing it can enhance the sales. A -esearc her has to 
investigate wheatt =r the branding policy serve the purpose of the cryanise ions. The 
use of multiple brand strategines or brand extension strategies are c bein . estigated 


by the market researcher. 


After sale service also forms an area for research investigajions. since it is 
becoming increasingly important in todays competitive world. The resear ner has to 
gather data regarding perfomance of the product, problem taced lov the c »nsumers 
with the use of the product, their expectation from the vnanufactirere.c. Wili regard 


to consumer goods house wife are to be contacted in this regard. 


In nutshell the resa adier efforts should be co acentrate: net only« .1the new 
productdevelopiie nt but also on the product fe cycle and the yx-aduc ! mix ele- 
ments. More over data raust be coliecied and analysed on Drot sms ¿ “sociated 


with labelling trademarks and other product planninz aspects 
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Meaning of Rroduct Research’, Definition of Product, Product Plancing, 


New Product Research, Product Life Cycle Research are dealt in details in this 


` 


urd 





C—O, Blea Tea AO, PE an BO a WN o sin, cet" me o i yA E To Fh i a“ ath hk, SA A 


8.9 MODEL QUESTIONS: 








A es ee ee Oe 


Part- 


1. What is the definition of product? 


to 


Describe the product piani ining and development. 


lod 


Explain product mix shategie es 


1. Why research Is gaining increasing significance in the field ofa new product 


development? Explain. 


2. What research investigations are required while introducing a new productina 
market? 


3. Why the Marketing Research is important in understanding the product lif ifecycie 


How would you analyse the product in different product lifecycle stages? 
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LESSON -IX ADVERTISING RESEARCH 





STRUCTRUE 

9.0 Introduction 

9.1 Unit Objectives 

9.2 Meaning of Advertising Research 

9.3 Definition of Advertising Research 

9.4 Need for advertising Research 

9.5 Classification of Advertising Research 
9.6 Problems of Advertising Reasearch 
9.7 Key Terms 


9.8 Summary 
9.9 Model Questions 


9.0. INTRODUCTION: 


The ever increasing gap between the quantum of production and consump- 
tion of goods and services has given birth to today’s vast market. “he n.arkets are 
scattered all over the world. The long distance between the rnan.<acturer and the 
consumers are shortened through impersonal selling namely advertising redia. Ad- 
vertising has become an integral part of modern economic tife. Huge znount of 
money is spent by various organisations in persuading people :o but səods and 
services of all kinds. 


9.1 UNIT OBJECTIVES 


After reading this unit you should be able to understand 


= Meaning of Advertising Research 
- Definition of Advertising Research 
= Need for advertising Research 
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a Classification of Advertising Research 


i Problems of Advertising Reasearch 





9.2. MEANING OF ADVERTISING RESEARCH: 





Advettisting i research i 1S coheeined wi with: the dbj ective evaluation of adver- 
tising asa method of communication and ne er ki is an application of market- 


ing research aimed at the measurement of advertising effectiveness and its efficiency. 


The ultimate goal in advertising research is to measure advertising impact on sales of 


goods or Services. 





9.3. DEFINITION OF ss as ot RESEARCH: 


bed 


The advertising research is an applicanon of marketing research aimed at 


the measurmernf of advertising effectiveness (how well an advertisement or advertis- 





ing campaign accompolishes its objectives) and amerliorate advertising efficien sy 
(the most optimum use of the on budget and media in implementing an 
advertising campaign). ~ 


A 


The aim of advertisement is to sell an idea, goods or services whereas the 
ultimate goal in advertising research is to measure advertising impact on sale of that 
goods or services. 








9.4. NEED FOR ADVERTISING RESEARCH 





Many number of people are depending on the income earned from this 
advertising area. The parties getting profit out of these area are the advertising agency, 
the media that carry the advertisement, and the advertiser who sponsors the 
advertisement. The interest or objectives of them are conflicting in nature. But their 
interest are common in one aspect i.e. the effectiveness of the advertisernent. Each 


of the parties will be benefited when the advert’ sement become effective. 


Advertising research is essential because huge amount are spent on 
advertisement. Advertising research reveals that the amount spentresulted in 
increase in sales and profits. In the absence of research one may not know the 


increase in sales is du@to advertisement or any other factors. So every Organisation 
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should know the importance of advertising and measure its effectiveness. They should 
also understand the relationship among the cost, sales and profit to plan their future 
expenditure. 


a ED pA TS 


9.5. CLASSIFICATION OF ADVERTISING RESEARCH: 











Advertising research can be classified into four as follows: 
A. Product appeal research 

B. Advertising message research 

C. Media selection research 


D. Advertising effectiveness research 


A. Product Appeal Research: 


In this research advertising objectives are framed in terms awarnsss chang- 
ing attitudes, changing predispositions to buy or some combination of three. Basi- 
cally it relates to study of consumer behaviour i.e. changing consumer attitudes with 


respect to selected product characteristics. 


Attitudes are assumed as the predictors of human behaviour. Consumers 
are believed to have stable sets of attitudes which can be changed by advetising (or) 
appeals. There are always some forces at work to change the attitude of ir-dividuals. 


Assumptions are some ‘frame of reference’ formed out of information gath- 
ered from their experience. If something fits in their ‘frame of referenc?’ it is ac- 
cepted otherwise rejected. (e.g.) for some consumers price may be the index of the 
quality i.e.higer the price higher the quality and vice versa. Assumotions end beliefs 
are closely related to attitude. An advertiser should have knowledge of assumptions 


and beliefs held by consumers. 


Generally an average consumer has a resonably stable set of at.itudes to- 
wards salient product characteristics pertaining to a product class. Diftzrent seg- 
ment of consumer have different perception of salient characteristics of = product. 
Once the salient features are ascertained product appeal will be designed, in order 
to change the unfavourable attitude into favourable ones. One need not c_-ticise the 


competitors brand, instead may highlight good qualities of one’s own brz.nd. 
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For example in case of two wheeler the salient feature can be listed as follo 


- Fuel economy 

- Cost of the vehicle 

- Bearing weight of fat man 
- Speed 


- Brake, shock observer system 


-Appearance . 


The old generation may emphasis on brake system, fuel economy, cost etc. 
Younger generation way give emphasis on appearance, speed etc. So advertising 


appeal may be designed according to the attitude of each segment. i 


Thus this research measure the attitude of target audience, design the appeal 


to suit them and measure the impact of advertisement in changing their attuides. 


B. Advertising Message Research : 


It is also termed as copy testing. The main purpose of copy testing is to 
appraise the alternative ways to present the advertising message. the alternative can 
be in terms of appeal, size, colour, illustration layout frequency or repetition, 
seasonably etc. It focuses on the ability of advertisement to achieve impact and to 
project the desired message. Information re gading attitudes awareness and 
perception of consumers regarding the product characteristics can be useful guide 


_ for providing effective message formation. Two types of measurements can be planned 
through copy testing. 


a) Communication effect of the advertisement i.e. the degree to which the adver- 


tisement conveys the meaning to the consumer. 


b) Sale effect of advertisement i.e the impact of the effect of advertisement ca- 


pable to motivate the consumer to purchase / repurchase the product. 


Copy testing are conducted in two situations : 


a) Before testing or pretesting 


b) After testing or post testing 
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1. Pretesting / Before test : 

The objective of such research is to make modification anc improvements if 
any, in the advertising copy prior to the full run release of advertiserent. “ollowing 
are the main test conducted in pre-testing. 

1) Consumer jury tests 


11) Laboratory tests 
iii) Portfolio test 


iv) Stimulated sales test and 


v) Inquiries 


i) Consumer jury test : 


Here a jury composed of twelve to several hundred hypothetical consumer 
is asked to evaluate the advertisement in question in comparision with otner adver- 
tisement. The test may be conducted a) by jury members individually or collectively 
b) at respondent’s home or in some laboratory. the members are asked to rank the 


advertisements in an order. 
a) Order of merit : 


The advertisements are ranked according to the preferer-ce of the mem- 
bers of jury. 


b) Paired comparision : 


Here two advertisements are compared at a time by the jury. The record is 
a 
maintained on a separate card. Scores recorded on the card are summed up after 


all comparisons are made. The advertisement having maximun score is te winner. 
ID Laboratory test : 


These test measure the respondnets physiological reaction to an 2dvertise- 
ment by using eye camera. Psycho galvanometer arid percepto scope. 
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á} Eye camera : 


It measures both the horizontal and vettical movements of eye. It also ov- 
serves minutely when the respondent eye is focussed on the advertisement. Vertical 
movement shows favourable and horizontal movement shows unfavourable attitude 
towards advertisement. However the result is not guaranteed and dialation of eve 


may be due to some other factor also. 
b) Psycho galvanometer : 


It measures galvanic skin responses to advertisement. These responses can 
be perspiration shows reaction to advertisement. 


c) Perceptoscope : 


It measures respondents aroused interest in particular advertisements. This 
record changes in pupil’s dilation. Expansion shows favour and contradiction 
disfavour. 

Laboratory tests are conducted by experts. However qualitative data ccl- 
lected under it create problem and interpretations. 


iii) Port folio test : 


) : inthis method a number of dummy, ads are put in a folio along with the ad to 
be tested. The folio is given to select consumers and asked to go through it. Then the 
consumers are asked to recall the ads. The ad about which more informations are 
recalled is said to be best. This type of test provides a measure of selective exposure 
selective perception and selective retention. By this the anlyst can determine what 
filters through the consumers predispositions and what way it is altered in the pro- 


cess. This method is simple quick and economical. The media of the test can be TV. 
or Radio. 


iv) Stimulates Sales Test : 


This test exposes the consumers to alternative copies of the ad through the 


point of purchase displays or direct mail. One copy is displayed in one purchase 
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point and another copy in some other point of purchase. Now the sales in that two 
purchase points are compared. More sales in a point denotes tke ad ccpy in that 
point is best than the other. Like that different copies are mailed to different con- 
sumers and response in terms of sales are measured. Copy which gained more sale - 
is said to be best copy. The method is simple and enconomical. However sale in one 


point can not ensure sale in all the points when it is actually relased in media. 


V. Inquiries : 


Inquiry refer to the number of enquiries on advertisement is abl= to attract 
after it is run on an experimental basis. The number of inquiries coming in respose to 
these ads are measured. The ad with highest number inquires shows the maximum 
attractive strength. This method is very quick and systematic by all the people mak- 
ing inquires need not be potential consumer of the product advertised. This method 


is expensive and lot of precauations are necessary in designing the ads. 
2) After test or post testing : 


The pre testing of ads is not an established science of great precision. Hence 
further testing of ad is needed. After test is a test of total effectiveness. | hese tests 
are based on respondents memory and also on the principle that learning generally 
increases with repeated exposure. Post test techniques can be dividec into two 


categories 
a) Penetrations test 


b) Progress test 
a) Pentetration Test : 


It tries to find the extent to which a brand has penetrated. In the znind after 
seeing the ad. It is otherwise called readership / starch advertising readership rating 
test. In this test the readers are categorised in three categories on the basis of the 
claim made by them namely (1)N : the percentage of readers having seen the ad 2) 
seen associated the percentage of readers associated with ad with the product or 
advertiser and 3) read most (RM) the percentage of records having reac: over half 


ad. Then one can calculate the following measure 


12€ 


Percent noted x Magazine primary reader 
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Reader per rupee a E E E 


Space test 


These tests are simple and economical and can measure reader’s interest 
and awarness of ad. But reader must have seen many ads and magazines than what 
they actually claim. No reader can also claim readership and the respondents may 
vonfuse the specific ads with similar or identical ads seen elsewhere. 


Penetration test in the form of recall test can be conducted in three different 
ways. 


a) Unaided recall - the respondent is not helped in any way in recalling the ad. 


-> Aided recall - in this test the respondent is given some clues for recalling the ad. 


c) Trible associate test - where the respondent is asked to recall the ad and 
associate that with the product brand name and copy them. The trible associ- 


a 
ate test measures the awareness about the product ceated by the ad. 


Recall test are simple economical and casy to conduct. Recall test measure 
ina to what extent the ad has penetrated (its ability to communicate) in the minds of 
a consumer. However a high recall does not mean that the respondent wili buty the 
product. Attractive presentation would have made him to recall. So these test have 
lumiied value measuring the effectiveness. 


b) Progress test : 


These tests are designated to measure various stages of buyer awareness 
preference intention to buy and purchase in relation to effectiveness of ad i.e. adver- 
using effectiveness is measured in terms of sales. So it also called as sales effect test. 
The awareness test tries to measure the informative value received by the customer 
from the ad and the impact it has caused in his mind with respect to the pennant 
purchase. The effective index i iS 


129 


NOTES 


where P1 is the initial percentage choice and P2 is the final percentage 
choice. 

This test is simple and easy to execute at minimum cost. Effectiveness 1s 
measured immediately at one particular spot and hence results are not influenced by 
other factors. However awareness and preferenec may be there but the: need not 
lead to actual sales. The consumer is asked immediately after showing the adver- 


tisement, he may be blased as he does not get time to think as in usual practice. 
c) Intend to buy test : 


In this test consumers are aksed about the influence of ad on their buying 


intentions, and they are asked to spot the weakness to improve them. 
Though this test is simple, the consumers may be blased in their assignment. 
d) Sales result test : . 


It measures the advertisement effectiveness in terms of inczease in sales. A 
manufacturer has to choose two similar markets and treat one as test market and 
other as control market. He has to make changes in advertisement expenses in test 
market and kept a constant in control market. He should compare the results of 
sales in both market. It will reveal the effectiveness by increasing sales. The least 
square analysis can also be used to find a relationship between the past ad expense 
and sales of previous year and sales for current year can be predicted. This is called 
historical approach of measuring sales effect of an ad. 


This test exhibits the sales response function in different type of ierritories 
and the best way to measure the advertisements effectiveness. However finding two 
similar market for test is difficult. Moreover apart from advertisment other factors 
such as competiior’s strategy, product quality, after sales service etc. may also af- 
fect the sales. 


C) Media Selection Research : 


The character of media vehicle also influence advertising effectiveness. The 
media research is concerned with measurement of the size and composition of 


individual vehicle audience. This involves a thorough and careful investigation of 
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media and selecting the most appropriate one for the advertising campaign. It 
attempts to eliminate waste in advertising by objectively analysing th media available 
for promoting products and services. | | 


The media vehicle operate at six levels to contribute to the effectiveness of 


the advertiage. They are a) vehicle distribution b) vehicle exposure c) advertising 
exposure d) advertisement perception e) advertisement communiation e) sales 
response and cost per exposure. E | 
The factors influencing the choice of media are a) Number of readers b) 
Viewers or listeners and c) propect or non prospect buyer. Points to be considered 
in media selection are as follows : 


a) Choice of single media or combination of medias. 
b) Selection of local, regional or national level coverage 
c) Periodicity of lvel of the media 
1. Print Media Research : 
` Newspaper and magazines are heavily dependent upon advertising revenue 
when the circulation is more the advertising rate is also high. A better way to 


measure a publications real distribution impact is through measuring its readership or 
total aduience. 


Media buyers need accurate, circulation and readership figure to compare 
costs among various publications that reach similar audiences. Formula used for 
them are 


For magazing 
Page rate x 1000 


Cost per page per thousand circulation 


Circulation 





For Newspaper 
- 40,00,000 x Line rate 
Cost per line per million circulation = — 
Circulation 
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Readership survey is also essential to discover ‘who’ reads ‘what’ , ‘who’ 


refers.to sex, age, social class, martial status, place of residence etc. 
2) Radio and Television Media Research : 


Several people may listen to single radio or watch on T.V. set at the same 


time or for varying length of time. So it is difficult to measure size of audience. Such 


media have no visible trace that they been received. There are four methods to 


measure the size of audience. 


i) Co incidental method : 


A randorn sample of home is selected and telephone interviews are con- 
ducted during broadcasting hours, to know that Radio / T.V. programmes are lis- 
tened / viewed. Respondents are asked about the name of the sponsor or product 
being advertised. The rating are based on the percentage of radio / 1.V. hours 
turned toa particular programme. The method is quick and economic but is re- 


stricted to homes having telephones. 
ii} Roaster - recall method : 


Ít incorporates a form of an aided - recall method in personal interviews. 
The respondents are shown a roaster or list of programmes transmitted on previous 
day and the interviewer verfies whether the respondent has seen / heard it or not. 
But the success of this method depends on the respondent memory. 
iii) Audio meter : 

An audio meteris attached to TV / radio set in a random sample of homes. 
Audio meter measures accurately the sets using station on which tuned. it does not 


indicate who is watching or listening the transmission. 
iv) Diary method : 


The respondents are supplied-with the diaries and are asked to record what 


they watched or listened in T.V. or radic set. 


D) Advertising effectiveness Research : 


This research is concersncd with analysing different media and evaluating 


í - 
=| =- > 
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the degree of success with which the advertising objectives have been achieved. 
Rate of growth of sales of a product brand increase in market share greater aware- 


ness of the company etc. are few criteria to measure effectiveness. 


Following are the techniques of measuring advertising effectiveness. 


Coupon research : 


The most direct way of evaluating an advertising compaign and checking tlie 
? suitability of the media occurs in mail order trading from which coupon research 
originated. To attract inquiries some interesting offer is made .the replies are analysed 
“ ona cost per enquiry basis and the effectiveness of differenct publication evaluated. 


‘Split run’ test featuring different styles of advertisements for the same prod- 
uct can be inserted in the same edition of a publication and an evaluation made 3f 


their relative appeal. 


Many consumer and technical magazines run a reader service which simp.i- 
fies the task of their readers when asking for information from advertiser. 


9.6 PROBLEMS OF ADVERTISING RESEARCH : 
eS a A aa ae 


The following are the problems generally experienced in organising advertiisng 
research programme. 


Advertising research is effected by time and cost factors. Its results are time 
consuming involving huge expenditure. 


2 There is inherent weakness in research methodolo gy and interpretatior 
procedure in advertising research. The research methods are too muct. 


subjective and are liable to be misinterpreted and misrepresented. 


3. Effect of'ad on the sale is diffucult to measure because other factors 


influencing sales can not be kept constant. 


Thus lot of work isto be done on development of advertising research 
methodology. 
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9.7 KEY TERMS 





Unit - IX 





True or False i Advertising 
1. Advertising research * Pre-testing 
is concerned with the / 
objective evaluation of a Brand 
advertising as a X f 
method of communica- Media \ 
tion persuasion. * Biectvences | 

True/False 
2. A product is any- AR 7 
thing that cannot be 9.8 SUMMARY 5 
offered to a market after ee 
AUERNOR, pan Meaning of Advertising Research, Definition of Advertising Resex:ch, Need, 
use or consumption Po : 
that might satisfy a for advertising Research, Classification of Advertising Reseach. Problems 
want or need. 2% i ck xs ; ; 

True/False of Advertising Reasearch are dealt in details in this unit. 
3. Advertising research z . 
P a 9.9 MODEL QUESTIONS : 


huge amount are spent 
on advertisement. 
True/False Part-A 
4. Attitude are assumed . 
as the predictors of : 
human behaviou. 1. What is advertising message research? 
True/False 
5. In this method the 
market potential for a 
product in an area is 
ROPCSte ee tamig 3. Highlight various aspects of media selection research 
into account multiple 
factor influences the 


eee ee ee eee 8 


NO 


What is pre-testing and post-testing in advertising researct.? 


sales at a product. 4. Explain various steps you taken in brand image studies 
True/False = 
Answer: 
1. True 2. True Part-B 
3. True 4, True 
5. False ; pr PE ONET 
l 1. | What is advertising research? What areas ave covere i in it? 


2. What is advertising copy research? What al:ernative rnet 19d a : 


avilable for presting of an advertising copy? 


' 3. | What is auvertising research? Explain the methods of i) media researct 
and 11) advertising effectiveness research. 4.  ‘Nrite . note ar 


advertising effectiveness research 
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UNITX SALES CONTROL RESEARCH 


e S 





STRUCTURE 

10.0 Introduction 

10.1 Introduction | 

10.2 Sales Forecasting 

10.3 Sales Analysis 

10.4 Sales Potential / Market Analysis 
10.5 Key Terms 

10.6 Summary 

10.7 Model Questions 


10.0 INTRODUCTION 





Marketing management depend on sales control research for formulating l 
marketing policies planning and controlling marketing operations. Sales control re- | 
search can be descriped as the identification and measurement ofall those variables 
which individually and in combination have effect on sales. It includes marketing 
studies pertaining sales forecasting market potentials, market share analysis, deter- ` 
mination of marketcharacteristics and sales analysis. The major activities carried 
under sales continue research are sales forecasting, establishment of sales quota and 
assigning of sales territories and study of sales potential. 


10.1 UNIT OBJECTIVES 








After you reading this unit you should be able to understand 


$ Sales Forecasting 
a Sales Analysis 
* \- Sales Potential / Market Analysis 
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10.2 SALES FORECASTING : 


tanec S R G nly D UD m a E ba 





Sales forecasting means the prediction of sales of a panicula produci, 
company, branch office or other unit for a given period of tirne. Im portan Jecisions 
of the business such as production and inventory scheduling, pan ung fo plant and 
equipment investment, manpower requirements, raw material pur hases <...vertising 
outlays sales force expenditure, and cash flow needs are depend2nt oi the séies 


forecost. 


1) Methods of sales forecasting : 


Sales in the future are forecasted by using amy one of the fc liowin : methods 


a) Jury of executive opinion method : 


This is the historical and the simple method of makinz si:12s for ‘zast. The 
views and opinions expressed by the executives are combined. More en. shasis on 
the judgemnet info. med estimates, branches and guess work of experts are taken. 
In most cases the final estimate is the opinion of the top level managers. The chief 
executives of the company may consider the various estimaies and mz xe a final 
decision. A round table discussion with a brain storming session may lead fo - 


reconcillation of estimates. 


It is simple and easy to understand. Indirectly the pe-sor behin: the fore- 
cast are responsibie for its achievement also. But the forecasts a'e basel on opin- 


ions rather than on facts and figures and hence not advisable. 
b) Sales composite method : 


It is otherwise called sales force estimated. Sales forecast are m ide on the 
basis of estimates of the salesman, sales representative etc. Th2 opini “ns of the 
sales force who are in the marketing field are comtined with the opini 1 of sales 


manages and thereby sales forecasts are made. The merits of this rnethc ds are. 


1) Sales force have close contact and forecast on the basis cf their “pinion is 
realistic. 
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2) The sales force will feel that they take part in management and it iproves 
relationship of management and work force. However there are certain draw 
backs in this method. 


1) Sales persons may underestimate the sale because after the quota is fixed to 


them they can get commission for excess sales. 
2) Management take a part of the time of saJes force for these forecast. 


3) Generally they could predict only current conditions and no scope for long 


range forecast. 


C. Users Expectation Method: 


In this metehod is suitable in industrial marketing since the number of cus- 
tomers are limited. Opinion of the custome-s regarding their future purchase, 
manfacturer, products are collected and forecasts are made on that basis. The 
drawback of this method is that it is not suitable for consumer goods since consur1- 


ers are larger in number. Secondly their expectations are not accurate. 


D. Statistical method 


In this method various statistical tools and techniques are used to forecast. 
important techniques are 


i) Time series analysis, based on past 
ii) Correlation analysis - finding correlation between sales and other factors. 


111) Mathematical formula: Formulae are evolved to depict the relationship of 


number of variables to the company sales. 


Concerning the reliability statistical methods are good for sales forecasting. 
But they require eleborate reserach which is costly. Moreover the predictions are 
based on past facts and they do noi reflect the future. 
E. Combination method 


It is nothing but combination of two or more above methods. For example 


NOTE 


' \ X l x 
ROTES | aninitial forecast will be made by the sales people and later cn ir yrove i by using 
statistical method. | 


2) Limitations of sales forecast: 
Sales fore’ ast are unrealistic due to the follo wing reasons 
1. Changes in fashion 


2. Non availability of past history of a product 
3. Changes in technology 


4. Govt. intervention 


5. Changes in the pattern of consurner behaviour 


er See A oe eee ee BEE cee a al 


10.3 SALES ANALYSIS: 





Eee ie ee ot i a | TA SY pei foo 7 





Analysis of sales record refers to sales ana_ysis. Sa_escnalysi involves 
measurement of sales, sales possibilities experience Jor produ:t lines diff.:rent mar- 
ket segments. They ae used for control and reappreisal purpose; Sale: analysis 
usually ae made on the basis of territory product customer anc! or der siz «. 


1) Objectives of Sales analysis: 


The objectives of the sales analysis are as fo: lows: 
a) to find the strength and weakness of the products, the proc. ucts w ‘ich leads 


to the greatest volume and the least volumes. 
b) the custorner who finish the most productive sales result axd 


c) the size of order which accounts 


2). Objectives of sales analysis: 


The objectives of the sales analysis are as fo! lows: 
a) t find the strength and weakness of the products, the products whi leads to 
the greatest volume and the least volumes. 


n) the custome who finish the rnost productive sales resul: and 


138 


c) the size of order which accounts for the = .ajority of the firms business. Such 
information enables a company to concentrate its sales efforts where they 
can bring the greatest return. 


a) Bases of Sales Analysis: 

a) Sales analysis by territory: As discussed earlier sales analysis are based 
on the sales records. Here the invoice is used as a record for the analysis of sales 
by territory. The follwing data are taken from the records. 


1) Customer’s name 

2) Customer’s location 

3) Products sold 

4) Quantity of each item sold 

5) Price per unit 

6) Total value of sales per product and 


7) Total amount of order for the product. 


In this analysis the geographical control unit to be used is decided. Ge- 
graphical area are divided by sales wise, districwisea, taluk wise as the case may te. 
Suppose is it is divided districtwise data in this district are collected and analysed. 
Comparison of previous period sales and current period are compared. Area where 
sales are declined are taken out and the reason for decrease in sales are analysed. 
Then the remedial measure to increase the sales in that territory are taken. 


b) Sales analysis by Product: 


è Frequently a company’s products line grows over a period of time with 
relatively little overall planning. Consequently a product line may fetch a good sale 
Where another product lines sales may be declining. Now the data regarding sale of 
each product are obtained. The sales of one product line is compared with the 
potential. Ifthe sales is more, measures to exploit the potentiality further should be 
taken. If the sales records shows lesser, sales compared to the potentiablitiy the 
reasons for the same should be found out. 
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Product analysis may be effective when combined with territory analysis. 
Becauses the territory sales in general may exceed quota but one or few product 
may show lesser sales in that area itself. By concentrating to increase the sale of 
their product, sales in total may be increased further. Analysis of his type can help 


in spotting sales area and products in a particular arsa. 
C) Sales anaiysis by customer: 


Here sales analysis is classified on the basis of custemers. Sometimes, a 
š . % 
small number of customers may account for a larger amount of sales in a particular 


area. Then itis profitable to keep such customer to increase sales “urther. However 


the cost and profit analysis of supplying goods to those customers sould be analysed. 
If it is unfavourable, then they should be dropped. 


D) Distribution cost analysis: 


This typye of analysis synthesis the various piece or parts of the sales analy- 
sis programme aé discussed above. It is a technique used by individuai business 
concern for the a) determination of the cost of performing specific marketing activi- 
ties and b) the determination of costs and profits for various segments o the busi- 


ness such as products or product group customers or unit of sale etc. ` 
E) Sales analysis by size of order: 


Sales analysis by size of order may be helpfui in finding points of good sales 
volume with low profit. Sales are classified by size of the order on which they 
originated. The cost of handing over an order is analysed. It makes possible to 
know the sales which are being made at loss. The analysis may lead to actions such 
as setting a minimum order size, training salesman to pick up larger order and to 


drop certain product, area or customer. 





10.4 SALES POTENTIAL/MARKET ANALYSIS: | i 


Sales potential analysis i is termed as marked analysis. The dictionary mean- 
ing of potential is existing in possibility and capable of development into actuality 
market potential typically refers to total sales possibility. Several di fferent potential 
may be considered depending on what condition are siated. For example potential 
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for sale tooth paste depends on the condition that the number times a consumer 
brush his teeth. Therefore potential carries meaning when the condition is stated. 


1) Major uses of sales potential 


Sales potential can be put to several applications in the field of marketing 


management. There are six main uses of sales potential as given below: 
a) Defining the sales territories. 
: b) Allocation of funds for saies efforts. 
c) Setting the sales quotas 
d) Designing the distribution channel 
e) Deciding the location and size of the plants new sales offices and ware houses 
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f) Determining the strategy for market entry. 


a) Defining and assigning sales territories: 


Defining and assigning of sales territories ae based estimating of sales po- 


tential. Ifa territory has more potential a salesman may net able to manage itand - 


consequently sales may be lost. So care must be taken in defining and assignig area 
to the salesman. While defining and assigning sales potential the following facts are 
considered a) travel distance b) average size of order c) number of customers d) 
the product line and its nature and e) nature of competition. Like that salesmar 
appraisal can be carried out effectively. the elimination of weak area and concentra 
tion of stronger one increase sales and at the same time reduce the cost. 


2) Allocation of Funds of sales efforts: 


Potential is also useful in allocatinig : sales force’ to each territory. , Territory 


with high potential may be allocated. with more persons and vice, versa. Likewise 
while allocating funds for making sales efforts, sales potential iseohsidered a$ the 
basis. Funds for sales force advertising and sales promotion and publicity should by 
allocated only after consideration of potential. 
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10.3 SALES 
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1) Objectives cf 
Sales analysis, 

2) Objectives of 
sales analysis, 

a) Bases of Sales 
Analysis, 

b) Sales analysis by 
Product, 

C) Sales analysis by 
customer, 

D) Distribution cost 
analysis, 


E) Sales analysis bv 


size of order 
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However sales potential is not the only criteria for aliocad1g 82 <S efforts. 
Factors like competitors products, substitutes, firms ability ic ea ploit te market 
etc. also affect the allocation. Moreover company’s past expenence n-anagerial 


ability, finance availability also plays role in theallocation. 
a} Setting sales quota: 


There is a need to set sales quota to eacn of the sales rerritory. Estimate of 
sales potential, competition structure, sales performacne in the past, ma-ket share 
of the company are criteria to be considered while setting the sales quuta to the 
salesman. ‘The sales quota may very from area to area. Sales qucta on t-> basis of 


the sales potential is a better basis for setting. 
b) Designing the distribution channel: 


Sales potential helps the designing the distribution channe | for di rerent ter- 
ritories. More middieincn are need in the territory with large ¢ otenti::. In case 
where the potential is limited we may resort to direct selling or keep a very iumited 


middiemen. 
c) Deciding the new plant vocation 2nd size: 


Sales potential Lelos a manufacturer to decide the size of product on as well 
location of new plant i.c. wheiher to locate in the area where the potential is more to 


reduce distribution cost or w locate at the central place covering ai the arketi. 
d) Strategy for market entry: 


' Knowledge of market potential helps to decide the market entre time and 


7 


positioning of pre wuct in comparison with tne competitors. 


3) Metheds for developing market potential: 
Market potentials an: estimated by loliowing wo meth2ds. T hey ans a)Direct 
data method and b) Corollary data method. 


a) Direvi data met hod: 


In this method, the proportion of company’s potentiality and actual sales | 


mate are s compared with total industry market in every territory. 

ain this method the territorial totals are expressed as percentages of the in- 
dustry sales for the total market covered by the firm. These potentials are consid- 
ated as the measure of thé relative potential present in such market. The percent- 


dzes to the firms estimate of total sales to arrive at a potential figure ofeach market. 
ite can ibe illustrated as follows: 


Company's 
Potertial 


. 10,00,000 | "10% 2,50,000 2,00,000 
-40,00,000 | - -40% 4,00,000. 3,00,000 
.25,00;000 | — 6,00,000 6,50,000 
25 00,000 | - 25%. 11,00,000 | 13,00,000 


See Pai 
Sa 





“sy 1 ft 


tveak i in Madras and Bombay. 


- The data aregaiding total industry can be obtained from the govt agencies or 


trade associations etc. 


The drawback of these methods are the non availability of data for total 
‘industry, and if available it is difficult to get territory wise. Past performance are 
given consideration and not current data. ` E 


b).Corrolary data method: | 


The corrolary data mathod is based on the data that if a given series is 
related to another or to a group, the second series may be used as measurement of 
distribution of the first. There are two types of factor indexes are adopted. 
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10.4 SALES POTEN- 


TIAL/MARKET 
. ANALYSIS: 

1) Major uses of . 
sales potential, 

2) Allocation of 
Funds of sales efforts, 
a) Setting sales 
quota, 

b) Designing the 
distribution channel, 
c) Deciding the new 
, plant location and 
size, 
d) Strategy for market 
entry 

3) Methods for 
developing market 
potential: 
a) Direct data method, 
b) Corrolary data 
method 


i) Single factor index: 


Demand for a product influence the demand for another product. For ex 
ample increase in sales of cars simultaneously increase sales of spare parts i.e. dé 
mand for an item is derived from another item or the demand for the item is comple 


_ mentary. In the above example the potential of spare parts are determined by ê 


factor name demand for cars. Likewise increase in households in an area have 
direct relation with the sales in that area. 


od 


The main drawback of this method is that it is difficult to establish the rela- 
tionship between the index series and the product at. Hence it is necessary to com- 


pare two series over a period of time. 


ii) Multiple factor index: 


Generally the market potentials are not designed from a single series. Many 
of them are developed by combining various factors to determine market potential 
There are two types of indexes are included in this category. 


a) Special multiple factor index: 


In this method the market potential for a product in an area is deteminec 
taking into account multiple factor influences the sales of a product. in this type, then 
research choose few factors for determing the potential. This is the main drawback 
of this method. Because while choosing the factors there may be wrong in their 


judgement and it is subjective. 


_b)General multiple factor index: 


This type, general factors, such as income, population, retail sales in that 
area eic. are few factors considered for estimating the potential. Each factor is given 


weight according to the situation and area. Here the assumptionis the market poten- 


_ tial in given market is same for all consumer. 


10.5 KEY TERMS 
4 Application 


o * Analysis 


* Procedure 


j Forecasting 


10.6 SUMMARY 





Sales Forecasting, Sales Analysis, Si:es Potential / Market Analysis are 
dealt in details in this unit. 





10.7 MODEL QUESTIONS: 





Part- A 

1. Define sales forecasting? 

2. Differentiate between a analysis and market analysis. 
Part- B 


1. What do you understand by the term sales control research? Why itis nec- 
essary? 


2. Describe the procedure of sales analysis as an application of marketing re- 
search. 


3. Describe various methods to forecast sales of a company prodtcts. 
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NOTES 


Unit- X 
True or False 
1. Marketing manage- 
ment depends on sales 
control research for 
formulating. 
True/False 
2. A product is 
anything that cannot 
be offered to a market 
after attention, 
acquistion, use or 
consumption that 
might satisfy a want or 
need. 
True/False 
3. Opinion of the 
customers regarding 
their future purchase, 
manufactures products 
are collected and 
forecosts are made on 
that basis. 
True/Faise 
4, Analysis of sales 
record refers to sales 
analysis. 
True/False 
5. Sales potential 
analysis is termed as 
market analysis. 
True/False 
Answer: 
1. True 2.True 
3. True 4. True 
5. True 





aie 





